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Fall Shoe Promotion NEW YORK—July 11, 1931 


Signal success was scored by mer- 
chants through the RECORDER’S complete 
National Sports Shoe Promotion Plan, 
and Managing Director Mensch of the 
Middle Atlantic Shoe Retailers Asso- | N T H | S | S 2 U E 
ciation said: “The real object of this 
sales-promotion plan was to co-ordinate 
and centralize efforts to make the shoe | The Voice of the Trade Observations and Comment 
business a profitable venture, for it 
pointed out in a very definite way the | Boston Shoe and Leather Fair New England Stages Annual Show.... 14 
need of well-rounded plans for a sea- 
sonable promotion complete. We con- | The High Cost of Low Stock By Murray C. French 
gratulate the BooT AND SHOE RECORDER 
for presenting such a splendid promo- 
tional plan in this rather detailed way.” 

May we present on July 18th the com- 

2 ?, 
So Bg dade dametth a de Merchandising Men’s Shoes at a Profit... By Robert B. Coons 
tailed way covering cvery phase of Prize Offered for Best Sales Talk at 
merchandising from the selection to the Retail 23 
ultimate sale through window, clerk, 


boss and customer co-ordination. Eight Steps in Selling How to Make the Sale and Win Good 
will for Future 26 





Select Shoes by Types By Seymour C. Troy 


From the Editor’s Angle By Arthur D. Anderson 


* * * 


Commodore to Be Shoe Center Plans for Manufacturers’ Display Week 
in November 28 


Sale or No Sale 
Building a Business on Sizes How Service Helped a Small Shoe Store 
To sale or not to sale, that is the to Grow 30 
question. At this period when most 
stores are knee-deep in sales, it’s a | Odd Ways of Lacing 'Em A Bit of Ingenuity Plus Patience At- 
good time to consider the why and tracts Attention 32 
therefore of this thing of slashing 
prices in mid-season. So Murray | Come in and Buy Me Plan Your Window Displays to Em- 
French comes through with another of phasize the Shoes 
his keenly analytical articles. This 
time he writes about the two Mark | Shoe News Trade Happenings Tersely Told 


brothers—Up and Down. Don’t miss 
this article in the July 18th issue. Business Barometer Changes, Embarrassments, New Stores 69 
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PRESIDENT HOOVER 
says that 
changing the order 
of things 
will change the 
ORDERS FOR THINGS 





The press calls 
his plan a 
DEBT HOLIDAY 
but 
to us it looks like 
a vacation without pay 


a —— x a: 


HOWEVER, 
everything will 
turn out 
ALL RIGHT 
except Hill Shoes 
which 
as usual 


7 will be 
> HALF {¢ t 
4 RIGHT & 
and 
. HALF 
{ LEFT 
per pair 


° 
¥ THE UP AND DOWN ON 


MORE FOOT DOLLARS FOR MERCHANTS ry 











While on the subject of debts 
WE WANT TO MAKE IT CLEAR 


that we have not joined any movement, 
international or otherwise, 


TO REPUDIATE OR EVADE 
the debt we owe our customers. 
That debt is to deliver the best 
FIVE DOLLAR RETAILER 
that can be produced by the 
skilled craftsmen of the 
HILLS OF HUDSON. 
And—if you think that’s tall talk— 
let’s get together and compare notes. 


NO. 505—BLACK CALF 
re 


HILL—HILL—HILL AND HILL 
or, for brevity’s sake 


HILL BROS. CO. - - HUDSON, MASS. 
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July 11, 1931 


The VOICE of the TRADE 


The season’s surprise 
was the sun-sandal. It looks as if 
the bet that 5,000,000 pairs of 
sunshine sandals would be sold be- 
fore the Fourth of July has been 
won, especially if those with 
leather soles and wood heels are 
added to those with crepe rubber 
soles and heels. The story goes 


that the original sunshine sandal, 
with the fabric upper and the 
crepe sole, was suggested by a 
buyer of a big city store, who be- 
lieved that he could sell a lot of 
them as “extras.” Anyway, the 
novelty appeared out of a clear 
sky, not even being mentioned 
on the charts of fashion. And the 
manufacturers who grabbed this 
opportunity by its front strap, 
rolled up a considerable volume of 
business. Now the question is— 
what’s coming next? There’s an 
equal chance for some clever cre- 
ation to catch the public fancy 
during the fall season. 


* * x 


Nat all shoe merchants 


like the idea of making shoes in 
plain sizes. Charles Weiford is of 
the Weiford-Cloud shoe store, 
Chariton, Iowa, and has sold good 
shoes for the past 42 years. Fit 
in this establishment has always 
been the first consideration. And 
that is just where the fine reputa- 
tion of the store works against its 
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best interests. Says our friend 
from where the tall corn grows: 

“We have many cases of people 
who come in here and have us 
carefully fit them—when their 
idea is to Jearn their correct size 
so that they can order from some 
mail order house or buy from 
some of the local competitors who 
carry lower grades and who are 
careless or incompetent in their 
fittings. 

“Then we would not object so 
strenuously to plain figure mark- 
ings if all manufacturers used 
lasts which were standard in 
measurements; but when a 
7-AAA in five different shoes 
means five different sizes, we have 
to overcome the customer’s re- 
sistance every time the size is 
changed. This means loss of time, 
energy and patience and so re- 
duces our chances of making a 


sale.” 
* *k Ok 


dd 
p rice hysteria is over,” 
says H. W. Cook of the A. E. Net- 


tleton Company of Syracuse, 
N. Y., “and what is more, stocks 


« “~ 
o \ 


of merchandise in the hands of 
dealers and manufacturers are the 
lowest they have been in years. 
It is time for concentration, good, 
hard and intelligent work by shoe 
men, merchants and manufac- 
turers who have not gotten off 
balance and who can follow pol- 


combining THE SHOE RETAILER, July 11, 1931 11 


‘ icies that have made them success- 


ful in the past. We believe splen- 
did results are possible for those 
who follow such a course. Our 
business is almost 100 per cent 
compared with the corresponding 
period last year and that period 
was excellent. We look for con- 
tinued splendid business.” 


* * * 


J. L. Sullivan of the 


Boyd-Welsh Shoe Co., and a di- 
rector of the National Boot & 
Shoe Manufacturers Association, 
is now busy in preparation for the 


early fall selling season. He be- 
lieves: “Merchants should analyze 
their needs carefully and cover 
adequately, especially on recog- 
nized volume types and materials. 
It is time to correct the present 
tendency to understock and in 
July and August sound fashion 
promotion will encourage smart 
shoe selling if timely and tempt- 
ing. The correct use of the mer- 
chandise can be effectively drama- 
tized in advertising, in windows 
so as to stimulate trade. Quality 
standards should be maintained 
and emphasis should be put on 
style rather than price. I sug- 
gest buying in composite sizes to 
conserve pairage yet fully cover 
needs. I sense a stimulating en- 
couragement to fall business be- 
cause of generally favorable 





crop conditions and the recent in- 
ternational debt proposal.” 

The most significant trend de- 
veloped in Boston was the gen- 
eral intention to hold present 
prices as an experiment in stabil- 
izing industry. The shoe industry 
is one that believes that below this 
point standards in goods cannot 
be maintained, service rendered 
and a profit taken. The industry 
is convinced that the purpose of 
business is to profit and that a 
real stand must be made at present 


levels. 
x *k * 


Profitless production cannot 
continue any more than can retail- 
ing without a profit. With all the 
efficiencies that have been brought 
to bear, both on production and 
distribution, industry continues to 
pass on to the public more in 
value for the price than it actually 


gets. An efficient industry that 
puts itself in red ink shows signs 
of imbecility. 

From the Standard Statistics 
Co. we get an amazing picture of 
industry in profit reverse. The 
seven leading concerns in shoe 
production are listed in Standard 
Trade and Securities, with the 


following comment: 

“Because of the secure position of 
this company in the shoe industry, the 
common stock has semi-investment merit 
for income purposes. We reiterate, 
however, that other issues offer more 
impressive prospects for appreciation 
during the next major market advance. 
Present price: 39.” 

“In view of this company’s dominant 
trade position, the common shares are 
entitled to a semi-investment rating for 
long term retention. Thus, unless ca- 
pable of sacrificing a degree of safety 
for the greater speculative opportu- 
nities for appreciation available among 
the less necessitous industries, we advise 
retention of present holdings. Current 
price: 47.” 

“The shares have declined about one- 
third in value during the past three 
months. For those who did not accept 
profits on our previous recommendation, 
we now advise retention of remaining 
holdings in the expectation of some me- 
dium term recovery from present levels 
around 26.” 

“Unsatisfactory record of the com- 
pany in recent years renders it improb- 
able that recovery from present low 


Ask Me Another 


—Has business yet discovered the plan that 
will lead it out of its depression? 

—Not fully. 

—In what way has business failed? 

—For years business has been laying em- 
phasis upon production until today we 
have too much productive capacity. Now 
we are in dire need of distribution re- 
search. Not until we are in position to 
more intelligently merchandise the goods 
we can make will business balance itself 


again. 
Secs 6 Tee... 


President. 





earnings will be rapid. The common 
stock is not undervalued at 37 in the 
face of medium term prospects, and we 
continue to advise against representa- 
tion in the shares.” 3 

“In consideration of the continued un- 
certainties of the company’s prospects, 
we still view the class A shares, cur- 
rently quoted at 24, as unattractive for 
current speculation and advise concen- 
tration in other recommended issues.” 
_ “In the absence of decisive betterment 
in this concern’s position, we continue 
to regard the common stock, now quoted 
at 15, as an unattractive speculative 
medium. Client’s funds should be di- 
rected to more favorably situated se- 
curities in other groups.” 

“Pending clarification of the existing 
uncertainties surrounding the outlook 
for this company, we advise continued 
avoidance of the common shares. Pres- 
ent price: 7 (bid).” 

There you see one of the rea- 
sons why investment money 
avoids the shoe business. Why 
will an industry of such major 
size continue to operate without 
adequate profit? We cite these 
examples as an indication that 
now is the time for industry to 
stiffen its selling policies and to 
operate at a profit in every pair 


sold. 
* K * 


1. L. Tinkham of the 


W. L. Douglas Shoe Co., Brock- 
ton, Mass., recommends: “During 
the coming buying weeks, retail 
shoe merchants should place their 
orders for complete styles and 
sizes on all desirable numbers— 
that they may be in an advanta- 
geous position to do business the 
coming season. The fact that all 
manufacturers carry shoes in stock 
for prompt delivery eliminates the 
past worries of the retailer in long 
advance buying. We have as- 
sumed the responsibility of rapid 


style changes and have thereby 
minimized the dealer’s risk. There 
is bound to be a good demand for 
footwear next fall. Unless the 


merchant is properly sized, he will 
miss the opportunity to do the 
proper volume of business.” 


* * x 


Herbert N. Lape 


of the Julian & Kokenge Co. of 
Cincinnati—with his characteristic 
vigor of expression says: “No 
shoe man can hope to prosper 
under present day conditions un- 
less he buys from manufacturers 
who have ample capital with 
which to operate and who are 
makers of quality merchandise. 
An expensive survey just com- 
pleted by our concern proves that 
women demand fit first, comfort 
second, style third and price 
fourth, The country is_ still 
loaded with distress merchandise, 


— 


oO 


which means that any merchant 
who is swayed by the actions of 
his competitor and departs from 
proven and well established pol- 
icies developed in the past, will 
soon be whittling on the veranda 
of some infirmary. Greater atten- 
tion to fitting the feet properly 
and super-service to the public 
will do more to hold and build a 
merchant’s business than all the 
chiseling of prices could ever hope 


to do.” 
x * 


E. S. Gerberich, 
of the Gerberich Payne Shoe Co., 
Mt. Joy, Pa., is of the belief: 

“During times of depression we 
lose our true sense of proportions 
and merchandise is priced regard- 
less of quality. This usually leads 
to grief. We have had enough of 
it. Merchants do well to maintain 
style and quality at a fair profit. 
This, with good service, must win. 
Inventories of leathers and shoes 
are low. Hide prices are firm and 
we see no chance for lower prices 
of shoes.” 
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7) . 
The rubber industry 


now finds need for cooperation,” 
says E. G. Holt, chief of the Rub- 
ber Division of the Department of 
Commerce. The theory of collec- 
tivé action has in recent years 
gained tremendous impetus. Be- 
cause the industry does not expect 





an increased tire business, it is now 
developing new uses for rubber, 
viz: the sun sandal, and as an in- 
dustry won’t be entirely happy 
until it discovers a way to elim- 
inate all heel shocks by making 
pavements from reclaimed rubber. 

Holt says: “Rubber is, from its 
properties, capable of substitution 
for a wide variety of other ma- 
terials and on account of its cheap- 
ness, need fear competition from 
few other materials.” 


* * * 


Pheve you noticed the 
newest thing in advertising—the 
theme song at the top of the ad- 
vertisement, to intrigue the inter- 


est of the customer? Here is 
superb copy—six columns wide, 
by four inches deep—all type—as 
a prelude to a presentation of 
merchandise : 

“COULD YOU USE SOME 
NEW SHOES? Approximately 
180,000,000* pairs of shoes will 
be worn in the United States to- 
morrow. How many of them are 
run down at the heel? How many 
should be replaced with new ones 
to give their owners the proper 
comfort and appearance? Isn’t it 
safe to guess that 25 or 30 million 
might well be retired tomorrow? 
If they were replaced and if all 
the seedy dresses, shirts, rugs, 
neckties, radios, automobiles, and 
tires were replaced with new ones, 
the depression would be over be- 
cause employment would be given 
to thousands of workers to manu- 
facture new ones. People who 
have money to spend and who 
aren’t spending it are holding back 
because of fear. They should 
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spend something somewhere to- 
morrow. And not just because 
renewed spending will end the de- 
pression, but because they will get 
more for their money than they 
have been able to in years.” 

*There are approximately 120,- 
000,000 people in the United States. 
Practically all of them wear shoes. 
About half of them are women, many 
of whom shift to other pairs of shoes 
in the evening. This adds about 
60,000,000 pairs to the 120,000,000 
pairs to go ’round the entire popula- 
tion. Maybe it’s too many, but any- 
way—. 

+ © 4 


J. G. Jones, Jr. 
of Rice-O’Neiill Shoe Company, 
St. Louis, Mo., reports: 

“The trend is decidedly upward. 
Our business for the past thirty 
days has shown an increase of 
over 30 per cent over last year. 
Judging from the optimistic way 
in which our customers are placing 
orders for fall business, they are 
evidently confident that conditions 
in the shoe trade are going to be 
much improved when the Fall sell- 
ing season opens.” 


The Wisconsin Chain 


Store Tax bill, imposing a gradu- 
ated tax of $3 to,$25 was within 
an inch of being made a law but 
for the fact that in Governor La 
Follette’s office an error was dis- 
covered in the printing of the bill. 
It was sent back to the Senate for 
correction, but the legislature ad- 
journed at midnight, June 27, and 
the measure died. 

Chain store tax laws are almost 
inevitable, but already, shrewd op- 


a aibwAky case 


erators are beginning to figure 
out possibilities of operating 
chains by other names that are just 
as sweet. If the maximum is 
three stores in any one State under 
this chain store law, then there 
will be three Susy Sunshine stores, 
three Daisy Daylight stores and 
three Tessie Twilight stores, 
rather than nine one-line chains. 





“If you’re so damn smart, why ain’t you rich?” 


13 











POPULATION 
*TRADING AREA: - «3,000,000 


[k METROPOLITAN AREA : 1,955,168 Siret Ca Coer 


CIPAL AREA: 763,451 
® 30 Mile Radi 


——a Radius |« 








For the twelfth time in as many years, 
New England this week lived up to her reputation as 
a center of hospitality to shoe buyers of the country 
—entertaining more than 1,000 members of the trade 
at her annual shoe and leather fair and generating a 
degree of enthusiasm which cannot fail to be reflected 
in an immediate increase.in factory production. 
Arranged as these fairs are, with sample rooms 
scattered over five or six floors of the Hotel Statler 
and overflowing into the many hotels in other parts 
of the city, no really accurate estimate of business 
done can be arrived at. It was obvious even after the 
first day, however, that orders were being placed in 
quantity—some of them for immediate replacement of 
merchandise sold at retail; but most of them for later 
delivery in time for the formal fall openings. This 
latter was a distinctly encouraging development. 
The Boston Shoe and Leather Fair functioned this 


year without the aid of girl models, lighted runway, 


and vaudeville sketches, such as have characterized 
all previous shows. It was distinctly a brass tacks, 
business affair, with the exception of the first day, 
during which the hospitality features were run off 
—despite the fact that it rained most of the day. 
Weather was no bar, however, to the enthusiastic 
golfers who journeyed to the South Shore Golf Club 
in Hingham and played the 18-hole course for an 


Boston 


Buying Starts on Play “Buy 
to a Base; Then Sweeten.” 
New England Fair Functions 
for Business Without Runway 


Revue or Vaudeville Features 


Ys 


Z. 
=_ 


Courtesy 
‘ Eastern 
Yi, Advertising 
Company, 
Boston 


array of prizes valued at many ‘hundreds of dollars. 
These were later distributed at a big shore dinner at 
Pemberton, to which the golfers were taken in buses 
and automobiles provided by their hosts. 

Non-golfers left Rowe’s Wharf at one o’clock in 
the afternoon in a large excursion steamer and landed 
also at Pemberton after a harbor trip. Here, pending 
the arrival of the golfers, a program of sports was 
staged, also in spite of the rain. The hospitality fea- 
tures were in general charge of the shoe travelers— 
members of the Boston Shoe Travelers’ Association, 
the Southern Shoe Travelers’ Association and the 
Boston Shoe Associates—all of which contributed of 
their membership to make up the various subcom- 
mittees. 

With-this over, the more serious business of com- 
parison was the order of the day for the remaining 
two days of the fair. As one merchant put it: 

”I’m going to look and look and look. After that 
I’m going to* place my order with the manufacturer 
who can give me the best value, not only in style but 
in quality as well. I’m not taking anything for 
granted. I want the shoe almost taken apart so I 
can see it all through. I’m interested in linings, in- 
nersoles, upper stock, outer soles, counters, methods 
of construction—and if anyone wants to teach me 
something about the thread I’m willing to listen and 
learn.” 
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Gets First Break for Fall 


Price, of course, was the moot question at all times 
during the week. While thcre is a bit less disposi- 
tion on the part of the buyer to haggle, prices will 
still be a factor even though retail trade does come 
through this fall with an expected sharp upswing. 

Most of the buyers interviewed painted pictures of 
inventories at low ebb and of better prospects for 
fall business than they would have believed possible 
had the prediction been made six weeks ago. Noth- 
ing like a really big jump in business, of course, is in 
their minds, but they are unanimous—or almost so— 
in the belief that there will be a distinct betterment— 
that the present price levels will hold—and that the 
major portion of their commitments may be made 
at this time without risk. 


Chain stores have had their buyers 
in Boston for some time, as well as in the other mar- 
kets of the country—such organizations having devel- 
oped the habit of placing orders in advance of the 
independent retail merchant. 

Figuring sales at the Boston show in terms of the 
kind of footwear ordered, the women’s, as is natural, 
ran far ahead of the sales of men’s footwear, although 
the latter gave a good account of itself, particularly in 
sport shoes, which will sell far into the fall, as they 
did last year and the year before. 

Getting back to the fair itself for a moment, men- 
tion should be made of the booth exhibits of the allied 
industries in the Georgian room of the mezzanine 
floor, particularly that of the United Shoe Machinery 
Corporation, with its shoes of olden times; and the 
shoe art salon—a collection from some of the best 
styled lines in New England—held in one of the 
private dining rooms connected with the Georgian 
room. These, with material and miscellaneous ex- 
hibits in other private dining rooms made up the first 
section of the fair. 

On all the five floors above, the official exhibitors— 
some 140 in number—held forth in sample rooms with 
tastefully arranged exhibits of their merchandise. 


Nor were the women forgotten 
in the hospitality of the week. Wednesday, the sec- 


ond day of the fair, was theirs. Made comfortable in 
one of the big interurban buses, they léft the hotel at 
9 o'clock in the morning and drove over the historic 
King Phillip’s Highway to Plymouth, where luncheon 
was served and sightseeing occupied the afternoon 
until time for the return trip. Shopping expeditions, 
arranged on the spur of the moment by members of 
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the women’s hospitality committee, also were success- 
ful—as were matinee engagements and informal din- 
ner parties. 

~ es 


Highlights vs. Footlights 


“The buying spirit, which is the foundation of all 
Shows,” says Tom Anderson, Executive Director of 
the Boston Shoe and Leather Fair, “was very much 
alive. Conspicuous by its absence was the runway and 
its models, which were such a distraction in former 
Shows and which serve no good purpose other than of 
entertainment of local, non-buying people. These are 
serious days and the Show reflects that attitude in its 
practical, sound and substantial buying of shoes ‘for 
use.’ Proof of this was that although the Show did 
not officially open up until two o’clock Tuesday after- 
noon, shoe buyers were in town Sunday trying to 
make appointments for Monday morning bookings.” 


* * * 


If the Show were to be summarized in six short 
words the story could be told in the following “buy to 
a base, then sweeten.’ And as a result, orders were 
placed for substantial bread and butter lines to serve 
as basic stock in stores and then short surprise lines 
were ptirchased to sweeten the window, store and 
sales. 

Less trick shoes than in any previous Show, with 
the majority of lines showing excellent good taste in 
pattern and design, colors and materials. Very few 
shoes hidden for preferred buyers’ selection. 





Between Too Much Stock on the one hand and Too Little Stock on the other lies the open channel to Profit. 


But the timid retailer who is 


afraid to get his feet wet will never get there. 


The High Cost of Low Stock 


You Can't Be in the Swim in Shoe 
Selling Without Getting Your Feet Wet 


By MURRAY C. FRENCH 


A certain shoe man was gradually 
turning over the active management of the business 
to his son. This son had been thoroughly schooled 
in finance; he understood turnover; he realized the 
necessity of holding stock down and keeping money 
active. 

The turnover in children’s shoes was poor so he 
cut the stock down in proportion to the decreased 
sales. This continued a couple of years and still the 
turnover continued unsatisfactory and sales decreased. 

He called a meeting. “Men,” said he, “I am ready 
to drop the whole children’s department. No matter 
how careful we are we always have more shoes than 
our business warrants.” 

His father spoke up. “Too late, Son. I have been 
watching this children’s situation and while I was 


away last week I bought 2000 pairs of children’s shoes 
without saying a word to you. They will be here 
next week.” 

The young man exploded. “But we don’t sell 2000 
pairs in a year!” 

“How could you? Son, you can’t be in the swim 
and not get your feet wet! You can’t do business 
without stock. You have been running this stock 
lower and lower, driving away what trade we did 
have. 

“Low stock does not make turnover; sales make 
turnover. Right or wrong, I’ve bought the shoes; 
you’ve got to sell them! You’re in the swim now; 
let’s see some leg action!” 

And action there was! Necessity is the mother of 
a lot of things, thought, planning, advertising and en- 
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thusiasm. All of those things, combined with an ade- 
quate stock of shoes on the shelf, put the children’s 
department back on its feet. 

Moral: You'll never learn to swim while backing 
away from the water. 


a No. 2. At a Kiwanis 
luncheon the shoe man confided to the insurance rep- 
resentative: “I don’t dare say much about it, but I’ve 
been doing pretty well this year. Sales a little off 
but not bad.” 

“Then why not tell the world about it?” 

“Because I’d have to tell my secret. I’d rather have 
my competitors starve their stocks down to hard times 
level and bellyache about business, while I steal their 
customers one by one because I have the goods. 

“I made up my mind a year ago that the smartest 
thing I could do was to keep a steady flow of cus- 
tomers in and out, which means a steady flow of 
stock in and out. I decided to risk having a few 
shoes left over rather than risk driving a lot of 
customers away. 

Moral: You can’t be in the swim and not get your 
feet wet. 

Story No. 3. Said the traveling salesman: “So 
you're not buying any triple A’s this season either ?” 

“Not a pair! Here’s my record showing exactly 
the sizes I sold last season. Too few triples to fool 
with.” 

“But you bought almost none last season.” 

“Why should I? The records show so few sales.” 

“Well, for heaven’s sake, 
how do you expect to sell what 
you haven’t got?” 

“But the records show. . . 

Moral: You can’t catch fish 
without buying bait. 

Stock records are history; 
nothing more. They list last 
year’s mistakes as well as its 
successes. Yet we are inclined 
to try to adjust our merchan- 
dising to fit those records, mis- 
takes and all! 

Stock records fail to point 
out the business walking by our 
door. That takes vision! And 
the shoe merchant without 
vision is indeed in a bad way. 

Vision has inspired the suc- 
cess of every great shoe insti- 
tution in this country. Vision 
gives accurate shape and form 
to definite improvements over 
last vear’s records. 

Vision is the father of plan- 


” 


all go together. 
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THERE IS NO PROFIT WHERE 
THERE IS NO RISK 


This was true two thousand years 
ago when the timid servant hid his 
lord’s talent in the ground. It is true 
today whenever a shoe merchant says, 
‘Maybe I had better wait till business 
opens up and | see what is selling be- 
fore | place my order.” 

All commercial progress has been the 
result of taking risks, of anticipating a 
need for certain goods, and being pre- 
pared to supply that demand when it 
comes. Vision! Risks! Profit! They 


ning. But vision never built upon a foundation of 
starved stocks, broken sizes and white livered mer- 
chandising. : 

In recent years great strides have been made 
toward “taking the guess out of business.” All 
highly praiseworthy. Yet in our commendable efforts 
to “play safe” let us never forget this fact: 


THERE Is No Prorir WHERE THERE Is No Risk 


This was true two thousand years ago when the 
timid servant hid his lord’s talent in the ground. It 
is true today whenever a shoe merchant says: “Maybe 
I had better wait till business opens up and I see what 
is selling before I place my order.” 

All commercial progress has been the result of 
taking risks, of anticipating a need for certain goods 
and being prepared to supply that demand when it 
comes. Vision! Risks! Profit! They all go 
together. 


Story No. 4. A traveling man 
representing a very well known advertised line was 
just about to open a new account. 

“T’ll take the line on,” said the dealer, “but I’m not 
going to get stuck with a lot of shoes. I'll try them 
out in a small way—say four styles, a pair of a size— 
then if they go over in a big way, I'll put in a bigger 
stock.” 

“Mr. Merchant,” the traveling man replied, “natu- 
rally I need business but not that kind of business. 
It has been my experience that more often than not a 
little dab of an opening order 
does more harm than good to 
both manufacturer and retailer. 

“Tt’s human nature for the 
dealer to take little interest 
where he has little at stake. If 
you had a few dozen of my 
shoes in here, there wouldn't 
be a big loss if they didn’t sell 
nor a big profit if they did sell. 

“Consequently, the tempta- 
tion would be to sit back and 
let them sell themselves, de- 
pending on our advertising to 
turn the trick. Advertising 
never sold a thing in the world 
despite statements to the con- 
trary. Nor do shoes sell them- 
selves. 

“If advertising sold things 
or if things sold themselves, 
you, the merchant, would be 
entirely out of the picture. No, 
sir! You, the merchant, must 

[TURN TO PAGE 64, PLEASE] 





Select Shoes 
by | ypes 
and Avoid 

Buying Errors 


By SEYMOUR TROY 


Mr. Troy is head of the well known 
Brooklyn firm of Seymour Troy & Co., man- 
ufacturers of women’s shoes. He is a close 
student of fashions in footwear and all of 
the influences that tend to direct their 
course. In this article he discusses the 
problem of profit in relation to fine quality 
footwear and shows how selection of stocks 
by types can serve in its solution. 


Every morning when | go down to 
the factory, I try to open the day in an atti- 
tude of constructive criticism. I try to put myself 
in the analytical frame of mind of the retail cus- 
tomer. In a way, it’s a good thing for a manufac- 
turer to open up the day critical of his achievement, 
and. then, as the day progresses, to give praise and 
encouragement for the right sort of effort, becom- 
ing more optimistic as the day goes on. 

Artistic shoes can only be built that way. Exquisite 
shoes can be produced only in a shop that can be 
under the supervision of one man. I have seen so 
many cases where volume is the destruction of the 
manufacturer’s initiative and idealism. But, strange 
to relate, profit is made on volume only. How to bal- 
ance the two is the problem, for when volume ceases 
so also does profit. 

We are coming into a period of style in which it is 
very necessary to study types. There are too many 
out of line shoes in every store. I see a change com- 
ing. Three types of shoes will dominate in quality 
footwear—the pump, the sandal and the shoe for the 
street. I feel that the pump type, in its artful varia- 
tions, will: increase tremendously, for in high-heeled 





TROY TRADEISMS 


Style is the expression of a particular mode 
of living, at a particular time. 


Fashion is an expression of culture and we 
are now going through the finishing school 
period. 

Americans are style thinking people. No 
longer will they dress in the mass, but indi- 
vidually. 


Style is only commercially fashionable 
when the vast majority accepts it. In Europe 
a small minority are able to be styleful. 


America is coming into its greatest de- 
velopment of style for it expresses, through 
dress, timely culture. 


To me, art in shoes is as lofty an ambition 
as the creation of a painting by a master. 


In Europe the young girl never achieves 
style for fashion is the prerogative of the 
medium-aged woman. 


Style is equally bad for the merchant if it 
is premature as when it is too late. 


Study the trend of music and note its pres- 
ent significance. In America it is the waltz 
and tango. In Europe it is the imitation of 
American jazz. America’s greatest musical 
accomplishment is now being appreciated by 
the world in Gershwin’s “Rhapsody in Blue.” 
Remember always, that the basis of good 
style is through an expression of timely cul- 
ture and American styling now has its great- 
est opportunity. 


Nothing can be entirely new. Nothing can 
happen that has not already happened. All 
we can achieve is change—so in change we 
will find our greatest opportunity for increas- 
ing the desire of American women for pretty 
shoes. 











shoes 18/8 to 21/8 or higher, it is the one type that 
sells freely, and it is bound to occupy the dominating 
place in high-heel style demand. The pump was orig- 
inally a court shoe, and it fits into the new cultural 
expression of America. 

Seasonal significances have undergone no. greater 
changes within the shoe trade than the swing by the 
American woman into accepting untraditional themes 
in pattern and color. A simple illustration in point is 
found in the use of dark brown for the spring season. 
When my line of samples for the passing season was 
developed, last December, buyers noted a predomi- 
nance of dark brown, and many were totally disin- 
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clined to accept my prophecy of brown supremacy 
over beiges and blues. The general comment was that 
light tones were synonymous with spring; that dark 
brown was distinctly an autumnal note. The smart 
woman, however, in her acceptance of dark brown 
shoes, showed that she “seeks the unique.” 

For the summer, I foresaw a nation-wide accept- 
ance by women of all ages, of extreme sandal types. 
Advanced indications proved that in the desire ex- 
pressed by women for barefoot type sandals, there 
was that feminine readiness to abandon traditional 
ideas in footwear, providing the new thoughts ex- 
pressed beauty and lent attractiveness to the foot. 

Don’t close your eyes to the new thing that fs 
coming—the selection of shoes by types, so as to 
make possible more sizes and widths. This method 


of selection gives better fitting values and at the same 
time a more simple stock for the merchant to handle. 


Fhe retailer who is not sure of 
his stock is being driven into a dangerous condition. 
Far better for him to have fewer and better types, for 
then his selection will be more critical. It is hazardous 
to stretch a store’s capital over too many items. Why 
should a man buy a lot of fancy and funny patterns 
when he can do bigger and better business by con- 
centrating on types—for then he can put more of his 
attention into color, its blend or contrast. 

The merchant gets a realization of his errors in 
buying when clearance time comes. The reason 
why he has so many shoes for clearance is that he 
paid so much attention to the subject of mark-up 
that he has ignored concentration on a type. If he 
had basic pattern types, the mark-up would take 
care of itself, with a greater number of unit sales 
and a cleaner clearance at the end. 

It is time for merchants to listen less to so-called 
stylists whose recommendations reflect personal 
opinion and think more about those fundamentals of 
good trade practice that make their shoes sell with a 
minimum of left-overs. 

While there has been an international manifestation 
for price emphasis, we have found that the chasm 
between desire and economy may be successfully 
spanned by appeal of style loveliness. The American 
woman and girl recognize the unique in fashion and 
we all know that the exclusive touch is the most ex- 
pensive. The bugaboo of price ceases to frighten. 

Style: innovations work many surprising changes 
that are often thought beforehand to be impossible or 
extremely difficult. Take the matter of lasts, for ex- 
ample. When I introduced my sandals, I was con- 
vinced that women of all ages would be won over to 
their acceptance and my primary idea was to work out 
a last that would fit a majority of feet. My custom- 
ers who never bought anything but refined,. narrow 
toe last shoes from me in the past were induced this 
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SEYMOUR TROY 
An outstanding creator of footwear fashions 


season to try out sandals on a round toe. Some re- 
ported that their customers demurred at first but once 
they put the sandals on their feet and saw for them- 
selves how chic the effect was, their objections were 
forgotten; they only knew that they were being per- 
fectly fitted; their feet were comfortable and unde- 
niably smarter in appearance than ever before. 

I hold no brief for any particular last or toe refine- 
ment. I merely point out that style changes over- 
whelm our preconceived notions and to this, I want to 
add that too many in the trade seem afraid to be 
called radical in their style thinking. They laughed 
at Poiret when he said we should see women in 
pajamas or trousers at formal occasions and on the 
street. Poiret did not mind the jibes; women flocked 
to him for his new ideas; and Poiret remains the 
dean and the arbiter of the couturiers. 
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Time to Buy THE store 
which pre- 


with Confidence cipitated the 


» break in 

commodity 

prices in May, 1920, redeems itself 

on July 1, 1931 in bold-faced type 

in every newspaper in New York, 
saying: 

“You May Buy with Confidence in 
the Wanamaker’s Low Point Sales. 
Commodity prices are beginning to 
go up.” 

Then, in a box—quoting Standard 
Trade and Securities—this signifi- 
cant statement: “Upturn in commod- 
ity prices, of 40 major items—25 ad- 
vanced over a week ago, only 4 de- 
clined and 11 were unchanged.” 

We take as a token a new situa- 
tion in merchandising, this signifi- 
cant campaign keyed with the 
thought expressed to the public: 
“You May Buy with Confidence.” 
In every advertisement and in every 
part of the store, the same statement 
appears. We sense in it a merchan- 
dising leadership of real significance 
—not only to Wanamaker’s but to 
all stores everywhere. There is 
common sense in statements such as 
the following: 


“Confidence in our own sense of 
balance, that good times always 
offset bad times, and that good 
times begin when prices begin 
to rise, we announced that prices 
were at their Low Points. So 
we repeat.... 

“CONFIDENCE is back of 
Wanamaker Low Point Sales; 

“CONFIDENCE in the country; 

“CONFIDENCE in the better 
times ahead; 

“CONFIDENCE in our merchan- 
dise; 

“CONFIDENCE that prices are 
now at low point.” 


We have come to the conclusion 
that prices are now at their low point 
in all commodities—particularly in 
shoes. This week, in the Boston 
Market, in contact with many mer- 
chants, we sensed an intention on 


their part to hold to present prices as 
an experiment in stabilizing the shoe 
industry. The shoe industry is one 
that believes that below this “low 
point” standards in goods cannot be 
maintained, service rendered and a 
profit taken. The industry is becom- 
ing convinced that—“the purpose of 
business is to profit” and that a real 
stand must be made at present levels. 

“The continuance of the general 
fall in prices has been a highly com- 
plicating influence in the existing 
business situation,” says the U. S. 
Labor Department. “This not alone 
because of lower prices but because 
middlemen and consumers are al- 
ways reluctant to buy on a continu- 
ously falling market, and because 
their hesitancy, especially if empha- 
sized by distrust of the financial 
situation generally, becomes not only 
effect but cause of declining prices. 
Yet at some point two other powerful 
influences will always operate to 
check the fall—one, the actual using 
up of necessary material in the con- 
sumers’ hands; the other, the induce- 
ment for larger buying provided by 
the cheapening of goods. It was fre- 
quently declared last year that such 
new buying was restricted by the 
failure of the retail prices to adjust 
themselves to the fall in wholesale 
values. But the more recent move- 
ment of retail prices indicates that 
such readjustment is now fairly 
under way.” 

The public must now be told the 
truth as it relates to the price of 
shoes and service. There is more to 
the shoe, as an article of sale, than 
just a foot covering assembled by 
machinery from a wide range of 
basic ingredients. The public buys 
a shoe in style, in color, in selection 
and in fitting. Neither good shoes 
nor good service can be offered at a 
price below this “low point.” Let 
the industry make a decision at this 
time :—“Hold the Line.” 

We sensed in Boston during the 
Market Week a new spirit in busi- 
ness, indicating that it’s time to buy 
with confidence. 


WHEN this de- 

pression is over and 

things are right 

with t he world 

again, let us not 

> forget the steady- 

ing influence of the 

retail merchants and the important 

part they played in stabilizing the 
“run of life.” 

No other industry employs as many 
people, with as many capacities, as 
retailing. There is a steadiness to 
employment at retail that does not 
exist in production, where the habit 
of industry is to hire and fire as the 
job warrants. Hundreds of thou- 
sands of people working in stores 
have been carried along because a 
retailing business is a living, useful 
thing and is in many ways a little 
family of people engaged in the 
enterprise of selection and service 
for masses of people. 

We received a letter from C. Davis 
Turner of Thomasville, Ga., and in 
it there was this paragraph: 

“For a long time other lines of 
businesses were getting ahead of 
shoe retailing because there was no 
special need for shoe retailing to im- 
prove, but the past four years have 
changed all that—and there is really 
a doubt in my mind—if other 
branches of our business family are 
not falling behind. the progress that 
retailing is making.” 

The hysteria and inertia that hit 
big producing organizations, passed 
right over the retail store—for the 
little stores everywhere had little 
daily jobs to be done at the fitting 
stool and over the counter. A major 
project like a big building or a high- 
way or construction job might be 
held up because of the fear of the 
future but not so in retailing—the 
craft at the fitting stool and at the 
counter has gone on and on in its 
steady, struggling, striving way and 
we certainly believe that it has dem- 
onstrated, above all other business, 
that it had its feet on the ground. 
We, for one, will not let this fact be 
forgotten in the future. 


Give Major 
Credit to 
Retailers 
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UPTOWN 
Styles are the kind that 
SELL. Values are the kind 
Men demand... and 
YOUR average mark-up 
of 35% is the kind of 

profit you like! 


8 “¥ i % 
‘ 4 


UPTOWN, SHOES 


for the man about town... 


$m eerree § 
at 5 and 6 
DON’T MISS SUNDAY NIGHT ON THE RADIO 


Hear Star Reveries Every Sunday Evening at 9:45 E. S. T.—the program for every member of the family to enjoy. 
Light operatic selections the whole world loves. Over the Columbia coast-to-coast network. 


ROBERTS,-JOHNSONS RAND 


Branch of INTERNATIONAL SHOE COMPANY 
ST. LOUIS, MO. 
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Merchandising 
MEN'S — 
SHOES 

At a Profit 


By ROBERT B. COONS 


Buyer of Men’s Shoes for R. H. Macy & Co. 


ye ae 


STOCK KEEPING is the subject covered by Mr. 
Coons in this the second article in his series of 
three on the merchandising of men’s footwear. 
In the third article, to appear in the July 25 is- 
sue, he will take up the subject of promotion, 
developing the principle that promotion should 
start before buying. The part which good styles, 
adequate sizes and proper service play in pro- 
motion will be discussed, along with windows, 
advertising and special sales. 


Vv WT W 


Sent suggestions have already been 
made for guidance in assembling a selection of 
merchandise for an imaginary shop or department 


of men’s shoes. Probably no two individuals would 
execute the many details incidental to the operations 
of stock keeping in exactly the same manner. The 
procedure set forth here will merely outline one par- 
ticular method of approaching the fundamental pur- 
pose. That fundamental purpose is to supply cus- 
tomer wants at the highest possible rate of turnover. 
Sales of each style should be maintained weekly and 
cumulatively. The actual transactions in each style 
should be recorded on a control card which is de- 
voted only to that particular style. This control card 
would show an opening inventory of the style which 
is assigned to it and the weekly sales would be de- 
ducted from this inventory. This procedure would 
continue throughout the season. The weekly receipts 
of merchandise in each style number would be added 
to the inventory, so that at the end of each week fig- 
ures representing the inventory of each style, the 


s 


T STOCK KEEPING SUGGESTIONS 


Men’s shoes fall into two major classifications 
—street and sport. To derive maximum pjofit 
from each, the two classifications should be 
treated separately. 


Sales of street and sport shoes should be 
plotted on separate charts, and each chart 
should be broken down into separate lines for 
each price. 


Charts will indicate the comparative sales 
by classification at each price so that weak 
spots may be detected. They will also provide 
the buyer with a guide to his total requirements. 


The practice of working with the factory on 
a model stock plan has advantages which out- 
weigh its disadvantages. The basic disadvan- 
tages are that commitments must be made for 
a greater number of units than are needed im- 
mediately and manipulation of stocks is less 
flexible. Outstanding advantages are that de- 
livery period is reduced to a minimum and num- 
ber of units to be sold in each size and style can 
be closely estimated. 


Taking into consideration a one week deliv- 
ery period, it is essential that about ten times 
as many units be kept on hand for a basic stock 
as are sold in one week. 


The rate of sale of each style determines the 
amount of stock to carry in that style but dis- 
tributing this quantity among the needed sizes 
proportionately to the expected rate of sale of 
each size must be worked out experimentally. 


Sizes 7 to 10 in C and D widths are fast sell- 
ing sizes which constitute no difficult problem. 
The policy of turning these sizes as rapidly as 
possible must be adhered to, however, in order 














to offset the slow selling sizes. J 
~ 


sales, and receipts by the week and season to date are 
available. 

From this record of sales by style, helpful charts 
can be prepared which will indicate the various trends 
of each style in a decidedly graphic manner. The 
hazards of an over-stock and the expense of a dimin- 
ished turnover can be effectively minimized by using 
this information to anticipate the seasonal decline in 
sales. Likewise the possibility of lost sales can be 
reduced to a minimum by an accurate forecast of the 
peak sales period of each season, this forecast to be 
made sufficiently far in advance to allow the allotted 
time required for deliveries. 

In general, men’s shoes fall into two major classi- 
fications—street and sport. The sales of these two 
classifications run counter to each other to such an 
extent that one must treat each classification entirely 
separately if the maximum profit is to be derived from 
each classification. Plotting the sales of each classi- 
fication on separate charts is an aid to accomplishing 

[TURN TO PAGE 36, PLEASE] 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, July 11, 1931 





How Will YOU 
Sell This Shoe? 


“In every sales talk, as in every 

advertisement, there should be 

one big dominant idea.” What’s 

the big sales argument to make 

men buy this shoe for fall? The 

RECORDER offers $10.00 for the 
best answer. 


Here is the shoe picked by 
shoe manufacturers and merchants as having real 
selling possibilities for fall, especially as an extra pair 
proposition. It was the real selling hit of this week’s 
Boston show. All those sales, however, were made 
in wholesale lots by the makers to the retailers. These 
shoes now must be sold pair by pair by the men on 
the floor in thousands of retail stores to satisfied 
customers. 

How should the retail salesman, the man on the 
floor, sell this shoe? What is the sales chatter to 
make men buy this Scotch grain brogue pattern? 
Just what will you tell a customer as to its merits and 
why he should consider this shoe in the light of an 
extra pair sale? 

R. L. Parker of the Harris Shoe Co., Sulphur 
Springs, Tex., declares: “In every sales talk as in 
every advertisement, there is, or should be, one big 
dominant idea. Too often in our zeal to close a sale 
we say so much that it is confusing to a customer. 
The same thing is true of advertisements that try to 
tell it all in one ad. One idea at a time, backed by 
all the force of your sales ability, will prove suc- 
cessful. I think sales people should memorize a 
sales talk. When I hear a sales talk I am more in- 
terested, for I know that someone has been giving 
the subject serious thought and attention.” ‘ 

Right here is where you shoe fitters are asked to 
give the selling of this one particular type of shoe 
serious thought and attention. The Recorper is 
testing your practical knowledge of the product you 
daily handle. 

We think it will help salesmen to concentrate on the 
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problem of how to phrase a sales talk. To make it 
interesting, a check for $10.00 goes to the contributor 
of what is considered the best answer. It must be 
short, yet complete ; snappy, yet capable of holding the 
interested attention of the customer. It must have the 
punch that will cause Mr. Man to say: “I'll take ’em.” 
The purchase should be so satisfactory that the cus- 
tomer will bring a friend in when he buys his next 
pair. All answers must be in the mail by July 25, at 
the latest. 


y factory description of the 
shoe, as indicated by the making tag, is as follows: 
Brown heather leather, small grain, straight laced 
foxed oxford; outside lace stay and foxing; leather 
piping up lace stay and around top; full wing tip; 
new medium toe, swing last. Good ball room; narrow 
shank, square trim, inside and out; 5 large invisible 
eyelets; punched vamp, tip, quarter and eyelet stay ; 
pinked vamp, tip and eyelet stay; long leather heel 
pads; calf lining; calf lined tongue; semi-rigid box 
toe; 14 square single sole, oil finish; 7 leather heel 
with a 4 flange; Goodyear welt, Brown fair stitch; 
4/4 Army brass slugs in the heels; all silk fittings. 

This description, plus the illustration of the shoe, 
should suggest a sales argument to any live salesman. 
In fact, there are any number of selling talks that 
could be developed to make men want to buy this 
shoe. It has plenty of snap and style, certainly, to 
make it appeal strongly to the swagger young fellows 
who want perforations and pinking. From the ser- 
vice standpoint, too, it’s sturdy enough to satisfy 
every requirement. 





FEATURING TWO NUMBERS 
FROM THEe COLE LINE 


New fall model of Black Ruby Pump of black Ruby (Satin) 
(Satin) Kid and genuine Kid Stock, No. 100. 
Watersnake. 
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CONSISTENT 
SALES AID TO 


B. KE. COLE 
SHOE COMPANY 


MANCHESTER NEW HAMPSHIRE 





RUBY KID’S long years of continuous service in the 
factories of B. E. COLE SHOE COMPANY constitute a 
service record in which we take no little pride. 


We wish to stress again continuous service because 
COLE standards are such that nothing less than consistent 
repetition of quality, beauty, service and comfort could 
have kept RUBY KID as the standard black kid leather 
in the COLE factories. 


It is in the capacity of a definite sales builder that we 

wish RUBY KID to be reckoned, and there can be no 

better evidence of its definite sales influence than the 
_— - names and numbers of the many first rank shoe producing 
firms who make it their standard black kid. 





JOHN R. EVANS & CO. 
Camden,N. J. 


CINCINNATI PHILADEPHIA MILWAUKEE ST. LOUIS BOSTON ROCHESTER 















IT'S AN 


S@ EVANS LEATHER 
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Eight Steps in Shoe Selling 


How to Impress the Customer So as to Make 


the Sale and Win Good Will for Future 


F was a difficult matter 
to select the one outstanding letter of the many that 
came pouring in to us in response to the prize ques- 
tion, ‘““What are the eight steps necessary in making 
a sale?” In making the award to Harry Bellows of 
Montgomery, Ala., the judges felt that he outlined a 
method of procedure that was most comprehensive, 
also that he handled the subject in a skillful, work- 
manlike manner. 

Mr. Bellows, whose letter was adjudged the most 
constructive, defined the steps as follows: 


(1) A friendly smile and 
greeting in seating your cus- 
tomer. If you can make your 
customer “warm-up” to you, the 
rest is comparatively easy. 

(2) Measure her foot with 
precision and deliberation — no 
haste — thereby impressing up- 
on her, in a silent manner, that 
you are giving her case “indi- 
vidual” and not “mass” atten- 
tion. 

(3) Ascertain her footwear 
needs and preferences by intui- 
tion, if possible; or direct query, 
in which case as few questions 
as possible should be asked. 

(4) Know your stock and lasts 
thoroughly. Never “hunt” for shoes. Nothing depresses a 
customer so much, causing her to lose faith in your abil- 
ity, as watching a salesman fumbling through the stock. 

(5) Try, in. a tactful manner, to make the customer 
respect your judgment of shoe values and opinions on 
all matters connected with shoe problems. Once she gets 
the upper hand and starts dictating, te!ling you what she 
needs, and that only one size will fit her, etc., you have a 
terrible handicap which you may or may not overcome. 

(6) Handle fine shoes in a fine manner. Do not leave 
them thrown around the floor or pitch them into nearby 
chairs when removing them from the foot. Many women 
are very quick to note these things and show the same 
disregard for your merchandise. 

(7) Wherever possible, when dealing with a fair and 
intelligent customer, give her what she asks for. If, in 
all sincerity you think that she errs in her judgment, 
tactfully show her where she will bé doing better by 
selecting some other shoe. And, in doing so, do not re- 
sort to high-pressure methods. Nothing is so disastrous 
to a fine store’s clientele in the long run. 

(8) In closing, let me add, that the real shoe sales- 
man succeeds on the basis of his own mental success, 
be it innate or acquired. He has found by bitter expe- 
rience and costly mistakes that he must hold his temper 
or lose the sale. An angry salesman is a defeated one. 
Be cheerful and friendly, giving the customer your un- 
divided attention to the last. The closing of a sale oft- 
times hinges dramatically on these several attributes. 
Adhering as closely as possible to these rules and with 


the proper “follow-ups” by mail and personal service— 
you have a customer that is yours despite a few occa- 
sional lapses now and then. 

H. G. WINTHERS gave good measure in that he 
found 12 points. In his letter Mr. Winthers said: 


“Rules are made—and in nine cases out of ten are 
helpful if followed. Seven years of close connection 
with owners, buyers, heads of departments and last 
but not least the shoe salesman, has given me the in- 
formation I now am trying to give you. 

“Shoe fitting is a real science and combined with 
salesmanship will help the cash 
register and pay envelope. 
Many shoes stores are long 
and when one enters, (some 
one in the back room rushes 
out and when 50 feet away 
asks—“Something”? A _ very 
successful merchant I worked 
for one time, said—‘no one 
enters a store without wanting 
something—help him—and if 
only where he can find a street 
number give him service.’ You 

noticed I said he was successful.” 

Following are some excerpts from other letters 
received : 

J. DAWSON SATTERFIELD, DOVER, DEL. : 
“Have the customer put on both shoes, especially if 
a woman, for she can not judge as well unless the 
heels are the same height.” 

VICTOR J. MARKS, DANVILLE, PA.: “Close 
the sale at the proper time by suggesting correlative 
articles.” 

SAM W. MABRY, FLORENCE, S. C.: “Be able 
to explain anything the customer may ask about the 
shoe in such a manner that they gain confidence in 
your ability as a salesman.” 

E. R. McCLAIN, LAMESA, TEXAS: “Show 
only the shoe that will fit the foot. Many sales have 
been lost by carelessly showing some shoe that the 
customer can not be fitted in. They always admire 
the shoe that they can not be fitted in.” 

A. BOADT, RACINE, WIS.: “I try to sell a 
second pair of shoes to go with the first, as in our line, 
which is inexpensive, two pairs go much further.” 

Many: other excellent replies were received. 
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"sa 1 ON G way 


from Auburn 
to Honolulu 





In Honolulu there is a 
well-known shoe store which evidently was attrac- 


ted by one of our advertisements. The manager 








wrote us in June, 1930, asking that we send him repre- 
sentative samples of TRUE STEP shoes. {] We sent the 
samples. Letters were exchanged and a substantial stock 
was ordered. Since that date this Honolulu store has 
consistently ordered, and re-ordered—all without any 
direct sales contact. { Is not this a proof of value? Does 
it not indicate that there is something a little different 
, about our company and its product which 
TO RETAIL AT 


holds a customer, once he gets to know 


us and our method of doing business? 


SQ etimaon— PRESIDENT 


ROBINSON-BYNON SHOE COMPANY 
Auburn, New York 


This is the Margate tie— 

a smartly-styled model 

which we are introducing 

this month. It is carried T l T 

in stock in both black and R K & kK p 
brown kid in AAA to E | 

widths, 


COMBINATION LAST 


ARCH SHOE 
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Commodore to Be Shoe Center 


Official Headquarters for Shoe Display 
Week in New York City, November 16-22 


A,onouncement has been made at 
the headquarters of the National Boot and Shoe 
Manufacturers Association in the Chrysler Building, 
New York, that Hotel Commodore will be the official 
center for the National Seasonal Opening and Shoe 
Display Week, to be held under the auspices of the 
association Nov. 16 to 21. 

In discussing the plays for Display Week, President 
Roger Selby of the Manufacturers Association, said: 

“In addition to a seasonal improvement in business 
this fall, there is also expected a general improve- 
ment and earlier buying for fall and winter require- 
ments. Raw material prices are so low that excellent 
values can be given; and retail stocks are admittedly 
low throughout the country. The shoe manufac- 
turers therefore believe that in opening our season 
in November, through the staging of this National 
Seasonal Opening and Shoe Display Week, there will 
be an additional impetus given to the shoe business. 

While the shoe manufacturers do not anticipate the 
booking of heavy orders in the middle of November, 
it is believed that substantial business will be secured 
from the Pacific coast, the South, and the Southern 
Atlantic coast resorts, where the season opens earlier 
and style trends are established. It is also believed 
that the retailers will have an opportunity to view 
the samples of many manufacturers at one time; and 
that in this way buyers may be earlier acquainted with 
the trends and with what the manufacturers are 
showing. 

“If there is, therefore, an increase in business, due 
both to the seasonal increase and a general imiprove- 
ment in business, the tanners and the shoe manufac- 
turers will be able to approach the spring season 
with a better determined program and will be pre- 
pared to give better deliveries and better values. 

“Reservations have been made at prominent New 
York hotels, pending determination by the manufac- 
turers of their requirements; and every possible op- 
portunity will be given to the manufacturers to enable 
them to display under the best possible circumstances 
and conditions.” 

Reservations have already been received from the 
following manufacturers, thus assuring a substantial 
success from the standpoint of representation of the 
industry : 


J. Albert & Son, Inc., Brooklyn, N. Y.; Julius 
Altschul & Son, Brooklyn, N. Y.; Artistic Shoe Co., 
Brooklyn, N. Y.; American Shoe Co., Brooklyn, 
N. Y.; Ault-Williamson Shoe Co., Auburn, Me.; D. 
Armstrong & Co., Inc., Rochester, N. Y.; M. N. 
Arnold Shoe Co., North Abington, Mass.; The 
Abbott Co., Yarmouth, Me.; Bancroft Walker Co., 
Boston, Mass.; G. H. Bass & Co., Wilton, Me.; Bates 
Shoe Co., Webster, Mass.; Blue Ribbon Shoemakers, 
St. Louis, Mo. ; Boyd-Welsh Shoe Co., St. Louis, Mo. ; 
Brauer Bros. Shoe Co., St. Louis, Mo.; Brown Shoe 
Co., St. Louis, Mo.; Beker & Friedman, Inc., Brook- 
lyn, N. Y.; Capitol Shoemakers, Inc., St. Louis, Mo. ; 
The Cincinnati Shoe Co., Cincinnati, Ohio; J. & T. 
Cousins Co., Brooklyn, N. Y.; Clarendon Shoe Co., 
Brooklyn, N. Y.; Commonwealth Shoe & Leather 
Co., Whitman, Mass.; W. B. Coon Co., Rochester, 
N. Y.; John Cramer & Son, Brooklyn, N. Y.; Crox- 
ton, Wood & Co., Philadelphia, Pa. ; Curtis-Stephens- 
Embry Co., Inc., Reading, Pa.; Cushman-Hollis Co., 
Auburn, Me.; Carmo Shoe Mfg. Co., Carthage, Mo. ; 
Cornell Shoe Co., Inc., New York City; Chouteau 
Shoe Mfg. Co., St. Louis, Mo.; Clement & Ball Shoe 
Mfg. Co., Baltimore, Md.; The Chesapeake Shoe 
Mfg. Co., Baltimore, Md.; Daniels & Taylor, Derry, 
N. H.; Devine & Yungel Shoe Mfg. Co., Harrisburg, 
Pa.; Diana Shoe Corp., Brooklyn, N. Y.; Walker T. 
Dickerson Co., Columbus, Ohio; Dodge, Bliss & 
Perry Co., Inc., Newburyport, Mass.; Doyle Shoe 
Co., Brockton, Mass.; Dunn & McCarthy, Inc., Au- 
burn, N. Y.; G. W. Dobbins Co., Inc., Plainstow, 
N. H.; The Irving Drew Co., Portsmouth, Ohio; 
Dixon-Bartlett Co., Baltimore, Md.; David Shoe 
Co., Baltimore, Md.; Eby Shoe Co., Inc., Ephrata, 
Pa.; J. Edwards & Co., Philadelphia, Pa.; Elco Shoe 
Manufacturers, Inc., Brooklyn, N. Y.; L. B. Evans 
Son Co., Wakefield, Mass.; C. P. Ford & Co., Inc., 
Rochester, N. Y.; Feder-Gregg Shoe Co., Cincinnati, 
Ohio; Field & Flint Co., Brockton, Mass. ; A. Garside 
& Sons, Long Island City, N. Y.; Gerberich-Payne 
Shoe Co., Mount Joy, Pa.; Andrew Geller Shoe Mfg. 
Co., Brooklyn, N. Y.; Daniel Green Co., Dolgeville, 
N. Y.; Gregory & Read Co., Lynn, Mass., Griffin- 
White Shoe Co., Brooklyn, N. Y.; Julius Grossman, 
Inc.; Brooklyn, N. Y.; Herman Grossman, Inc. ; 

[TURN TO PAGE 70, PLEASE] 
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TRADE MARKS THAT SIGNIFY 
SCIENTIFICALLY CONTROLLED PRODUCTS 


From our laboratories came 
the first successful soles and 
heels bonded with Latex — 
the natural juice of the rub- 
ber tree. Darex Insulating 
Soles and Heels combine all 
the advantages of rubber and 
leather. They are insulating, 
waterproof, slip-proof, plia- 
ble, resilient, durable, smart 
looking and comfortable. 


These scientifically devel- 
oped soles have become. na- 
tionally known in less than 
nine months’ time. They are 
nationally advertised. We 
shall be glad to send you 
complete details regarding 
the success of prominent re- 
tailers and manufacturers 
with Darex Soles and Heels. 


* 


Al MARK a 


INU Waite; 
SOLES and HEELS 











ld 





EN MARK i 


GOLD SEAL 
SHOE CEMENTS 


Bock of all our products are 
international research facilities. 
Every step in their manufacture 
is subject to rigid laboratory 


totaling) fi 


* 


In a comparatively few years 
Darex Gold Seal Shoe Ce- 
ments have become the stan- 
dard for shoe manufacturers 
all over the world. They are 
more economical—speed up 
production — eliminate 
schedule interruptions—de- 
crease inventories—are of 
uniform quality always. Time 
and time again our labora- 
tories have demonstrated 
their ability to solve specific 
problems referred to them by 
shoe manufacturers and have 
pointed the way to reduced 
production costs. 


One of our chemists will be 
glad to show you how Darex 
Gold Seal Shoe Cements will 
decrease your costs. 


DEWEY ann ALMY CHEMICAL COMPANY, CAMBRIDGE, MASS. 


BRANCHES: Oakland, California e Farnham, Que., 
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° DAREX A, G., Frankfurt a/M., Germany 
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William T. Bryan of Philadelphia makes it an inflexible rule to have enough salespeople to serve customers efficiently and expeditiously. 


Building a Business on Sizes 


How Service Helped a Small Shoe Store 
to Develop a Volume of $800,000 a Year 


Let the average retail shoe store 
owner take a stroll up Chestnut Street, Philadelphia’s 
Rue de la Paix, and the chances are he would throw 
up his hands in horror at the idea of opening a shop. 
Of the scores of shoe stores in the most select sec- 
tion of that street there are but a handful of privately 
owned and operated ones. The meeting of chain store 
competition has become a pertinent question to hun- 
dreds of retailers throughout the length and breadth 
of our land. A study of how one of the most suc- 
cessful retailers in the third largest city of the country 
has met this competition might be illuminating to 
many who are harassed with the problem of how to 
sell more pairs. 

His name is William T. Bryan, and just a little 
over twenty years ago he started business on borrowed 
shoes in a second floor store. One of those “one 
flight up—and save a dollar” affairs. Today he can 


sign his name to a half a million dollar check. Last 

year he did a gross business of over $800,000. 
Cognizant of the fact that Americans as a race are 
always in a hurry, it is the policy of the store to 
employ enough salespeople to meet the demand at 
all times. There is no waiting for a salesman to 
finish with one customer before serving the next. If 
such an occasion arises, Harvey Bryan, who has 
charge of the floor, personally takes care of the wait- 
ing customer. The general reaction of a shoe store 
owner to a policy demanding greater expenditure for 
help is that the salespeople are standing idly around 
during the slack hours. It has been found, however, 
that in this store, at least, it pays in the end to keep 
the customers satisfied. They enter the store, are 
waited upon, and are out again in a remarkably short 
time. The average disinterested person would not 
[TURN TO PAGE 60, PLEASE] 
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EVIDENTLY 


PLENTY OF MEN WANT BETTER 
VALUE IN 


$ 


Our spring and summer sales, showing a decided increase over 
last spring, constitute unmistakable proof of this fact. 


Human nature hasn’t changed and is ready to recognize notable 
shoe value. 


A host of men who have been “stung by the low price bug” have 
found that quality is worth paying for and are open to give their 
business to the store that gives them what they should expect. 


Crossett plans for Fall will be 
unusually interesting to the 
merchant who realizes that 


CUSTOMERS HAVE MEMORIES 








CROSSETT SHOE CO. 


To Retail FACTORY AT AUGUSTA, ME. 212 ESSEX STREET, BOSTON, MASS. To Retail 


Coast Representatives 


$6.50 . $8.50 A. F. Medine, 573 Haywood Hotel, Los Angeles ‘ $5.00 


Chris E. Nelson, Hotel Gowan, Seattle, Wash. 
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Odd Ways of Lacing ‘Em 


How a Bit of Ingenuity, Plus Plenty of Patience, Helps 
Attract Interest to a Shoe Store Window 


F reak methods of lacing men’s shoes 
for window trim purposes are by no means new, but 
it has remained for the Florsheim stores throughout 
the country to institute a policy making it imperative 
that no two pairs of window shoes shall be laced alike. 

The ones illustrated here were sketched from a sin- 
gle window of the Boston Florsheim store at 50 
School Street, and show the wide variety which can 
be attained by using a little ingenuity. The Conti- 
nental clothing stores in Boston, which also carry the 
Florsheim line, sometimes use the same method of 
display. 

That freak lacings really do attract attention is 
proved by the number of men who, coming into the 
store to buy footwear, comment on the lacings they 
have seen in the window. A recent check-up at the 
Boston store showed that twelve men stopped in ten 
minutes and stood looking at the shoes, apparently 
trying to puzzle out how the lacing effects were 
achieved. Of these twelve men, two entered the 
store. One bought a pair of shoes. 

Another lace stunt sometimes used by the Florsheim 
stores is to dress black shoes with brown laces and 
brown and tan shoes with black laces. 

There is no reason why colored laces should not be 
used with white sport shoes. Nor would it be a half 


bad idea to use laces in bright colors even with the 
black and brown street and dress footwear. It is a 
simple and inexpensive method of attracting attention 
to the shoes, stopping the man long enough either 
to look at the styles in the window, or to read the 
message on any window card which may be part of 
the display—or both. 


Tricks to attract attention to 
shoe store windows need not stop with freak lacings. 
How to place the shoes themselves so as to make 
passersby look at them is in itself an interesting study, 
to which successful shoe store display men devote a lot 
of thought and study. The old question of whether to 
show a lot of shoes or just a few is a classic subject 
for debate. It’s one of those question that will never 
be settled absolutely, because the answer is “It all de- 
pends.” Assuming we will show a certain definite 
number of shoes, how shall they be placed? Is a high 
display best or a low one? These are some of the in- 
teresting and really important questions that arise in 
connection with practically every window display. 

Then there are plenty of fine points in connection 
with the art of showing shoes to the best advantage in 
the window. It takes time and patience to get the 
best results but the effort is well repaid. 
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EVER HEARD OF JARED? 


@ He was 962 years old when 
he died. 


Only seven short years 


stood between JARED 
and METHUSELAH .... 


and everlasting renown. 
But so it is. 


There is no second money 


in the HALL OF FAME! 




















ENNA JETTICK SHOES, inc. 
AUBURN, NEW YORK 
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Vear a fter Year 


Fourteen years 
of uninterrupted 
success with the 


Brown Plan 


N September 20th, 

this year, Ira L. 
Kollenborn of Chico, California, 
will celebrate a birthday—the 14th 
anniversary of the opening of his 
successful Brown Plan Store. 


His was the first of the Brown 
Plan Stores in California, though 
not the first on the west coast. 
Today he has lots of company out 
there. The state of California 
alone has forty-two stores oper- 
ating on the Plan. The coast as 
a whole has close to one hundred. 


The store has been a consistent 
profit-maker. Year after year Mr. 
Kollenborn has taken out cash 
dividends in excess of his original 
investment. Though located 3,000 
miles from his only source of sup- 
ply, he has consistently main- 
tained a low average stock, has 
built up a reputation for having 


Looking toward the front of the 
store. Note the quiet, dignified ap- 
pearance, and the excellent floor. 


the newest styles first, and always 
having what his public wants. 


His annual volume has kept 
growing until in 1928 and 1929 
it was upward of $50,000.00 A 
per year, and his net profits 
in the neighborhood of 11% 
of his volume. Then in 1930 his 
volume took a slump to $35,000.00. 
The depression alone, however, 
was not responsible. It was due 
largely to the fact that he decided 
to remodel his location, and for a 
period of several months moved 
his business to a different location 
while the remodeling work was 
going on. It is a tribute to the 
efficiency of the Brown Plan meth- 
ods that in spite of the depression, 
in spite of the interruption of the 
business, net earnings for the year 
were $2,000.00, or nearly 6% of 
volume. 


~/ 


IRA L. KOLLENBORN, proprietor 
Buster Brown Booterie, Chico, Cal. 


Now, located in his beautifully 
remodeled store, Mr. Kollenborn 
is making new sales_ records. 
Based on his present sales, vol- 
ume for the year 1931 will exceed 
that of the peak year of 1929 when 
times were better and shoe prices 
higher. His profits, too, are com- 
ing back to the normal 11% oi 
volume. 


Any shoe retailer will admit 
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‘Cash Dividends 


in excess of 
Original 
Investment 


Dick and Peggy Kollenborn enjoy- 
ing a swim at the municipal pool. 


The photo hardly does 
justice to the Buster 
Brown Booterie’s new 
windows, which are 20 
feet deep. Though lots of 
shoes are shown, the win- 
dows do not look crowded. 


that net profits equaling 11% of 
volume makes a mighty nice shoe 
business. And yet that figure is 
not unusual among’ Brown Plan 
operators. When you become ac- 
quainted with the method of stock 
control employed by these stores, 
their system for preventing mark- 
downs, their scientific buying 
based on advance information, 
and the many other advantages 
the retailer enjoys under the Plan, 
such profit figures seem reason- 
able and deserved. 


The Brown Plan is open to 
retailers who have the necessary 


A view of the attrac- 
tive Kollenborn home. 





qualifications of a satisfactory lo- 
cation, good personal character 
and ability, and ample capital to 
finance their business properly. 


The Brown Shoe salesman is 
qualified to give you further in- 
formation if you are interested in 
the details of the Plan’s operation. 


WwWs Dass Gouge, 


SAINT LOUIS 
Manofacturers of shoes for everybody for every occasion, including BROWNbilt 
TREAD STRAIGHT Shoes for men, BROWNbilt TREAD STRAIGHT Shoes 
for women and Buster Brown TREAD STRAIGHT Shoes for boys and girls. 


Peggy, aged 11, is an 
accomplished dancer. 
Her art is winning 
much favorable atten- 
tion throughout north- 
ern California. 
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this end. This set of charts, as a mat- 
ter of fact, should be broken down into 
separate lines for each price. Natu- 
rally, while these charts are first being 
prepared they serve only the purpose of 
reference, but after one season they 
will serve two purposes. First they 
will indicate the comparative sales by 
classification at each price so that any 
weak spots may be almost immediately 
detected. Secondly, they will provide the 
buyer with a guide to his total require- 
ments. 

Because of the chronic handicap of 
lack of rapid turnover in men’s shoes 
it is important to prepare stocks for the 
abrupt seasonal changes in sales. Most 
street shoes are sold in greatest quan- 
tities in the early fall and during the 
Easter season. Sport shoes are in 
greatest demand late in May until 
early in July. The sport shoe selling 
season is concentrated into such a short 
period of time that it is possible to 
attain a relatively fast turnover in 
this classification. However, profits are 
reduced, or may be even wiped out, by 
forced mark-downs on over-stock at the 
end of the normal selling season. 

For purposes of discussion, the rou- 
tine to be followed in maintaining lines 
of stock shoes will not be treated here- 
in. This is primarily a matter for 
which the retailer has to depend upon 
the manufacturer, and the problems re- 
lated thereto are concerned chiefly with 
the elements of production. 

To do a satisfactory job of keeping 
stock in shoes made up to order, the 
advantages of working with the fac- 
tories on a model stock plan outweigh 
the disadvantages. The basic disad- 
vantages are that commitments must 
be made for a greater number of units 
than are needed immediately, and the 
manipulation of stocks is not so flex- 
ible. The advantages are that the de- 
livery period is reduced to a minimum 
and while it is not possible to predict 
exactly the number of units that will 
be sold in each size of every style for 
a given period, the figure can be closely 
estimated so that lost sales are infre- 
quent. Furthermore, assuming that the 
normal delivery period for make-up or- 
ders is at least three weeks, one can 
operate a balanced stock rather than to 
carry a surplus stock for one week, a 
normal stock for one week and an in- 
adequate stock for the third week. In 
other words, by working on a model 
stock plan an even stock figure in pro- 
portion to sales can be maintained. 

One method of operating on the model 
stock plan is to outline two sets of size 
schedules for every style. One set 


would represent the stock which the 
factory is to keep either on hand or in 
work at all times; the other set to rep- 
resent the units to be maintained in 





Merchandising Men's Shoes at a Profit 


[CONTINUED FROM PAGE 22] 





the selling stock. After stocking this 
basic quantity it is necessary to fill in 
weekly from the factory model stock, 
the sizes in each style which have been 
sold between reorder dates. It must be 
realized that it is necessary to stock 
many more units at all times than are 
sold in one week. To disregard this 
fundamental fact would be to ignore 
the chronic problem involved in carry- 
ing at least one unit in each of 50 or 
more sizes in order to fulfill the de- 
mand for any one of the sizes. As a 
matter of fact, it is essential that about 
ten times as many units be kept on 
hand for a basic stock as are sold. in 
one week. This is taking into consid- 
eration only a one-week delivery period. 

At regular weekly intervals an inven- 
tory of each style should be taken. This 
routine is simplified by taking a phys- 
ical inventory in order to accurately 
observe the stock which is actually on 
hand at the moment. The physical 
stock of each style can be compared 
with the predetermined model size 
schedule. The difference between them 
each week would comprise the weekly 
order for each style. The factory then, 
upon receipt of the weekly order, would 
not only fill this order but on the same 
date would enter into production a 
duplication of the order, so that three 
weeks hence the sizes drawn that week 
would have been replaced and be avail- 
able for shipment. Naturally, the costs 
incidental to shipping, handling, receiv- 
ing, marking and putting in stock are 
reduced proportionately if the greatest 
possible quantity of units are included 
in one shipment. While discrepancies 
will occur in carrying out this general 
plan, it is much less disappointing to 
assure a customer whose size is tem- 
porarily out of stock that he may ob- 
tain in one, or even two weeks, a pair 
of shoes for which he would have to 
wait three, four or even six weeks 
should they have to be made up to his 
order. 

The rate of sale of each style deter- 
mines the amount of stock to carry in 
each style, but distributing this quan- 
tity among the needed sizes proportion- 
ately to the expected rate of sale of each 
size must be worked out experimentally. 
It is a premise that sizes 7 to 10 in 
C and D widths are fast selling sizes 
which constitute no difficult problem. 
The policy of turning these sizes as 
rapidly as possible, however, must be 
adhered to in order to offset the slow 
turn in slow-se_ling sizes. The demand 
for widths narrower than C and wider 
than D, “or sizes smaller than 7 and 
larger than 10 varies with, the style, 
the type of clientele, and the price. A 
shoe built over a last with long narrow 
lines is not popular in short, wide sizes, 
nor is the last with short, wide lines 
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in great demand in long, narrow sizes. 
One type fits one kind of foot; the 
other fits a definitely different foot. 
Between these extremes are lasts with 
mechanical variations less pronounced. 
It is sound to employ conservative steps 
in expanding the basic size range which 
includes only the faster selling sizes. 
Caution here, unless carried to an ex- 
treme, will preclude heavy losses on 
end-sizes for which there may be litt'e 
or no demand. Extending the original 
size ranges can be readily executed 
when customer demand reveals that the 
existing ranges are inadequate. 

It is not a good policy to apply the 
model stock plan to slow-selling styles 
which must be carried in spite of the 
fact that there is not a great demand 
for them. It is much less unprofitable 
to lose some sales in these styles than 
to be committed for more than an abso- 
lute minimum quantity. One must def- 
initely arrive at the objective of turn- 
ing the fast-selling styles at least 
twelve times a year to offset the slow 
turn in other styles. An annual vol- 
ume of $200,000 should provide a stock 
turn of at least four times. 

We mention herewith some interest- 
ing figures which reveal a condition pe- 
culiar to merchandise involving both a 
large number of styles and an unusu- 
ally large number of sizes in each style. 
Fifty per cent of the sales of the busi- 
ness with which the writer is familiar 
are obtained from 25 per cent of the 
styles carried; 60 per cent of the sales 
in each style are obtained from 37% 
per cent of the number of sizes carried 
in each style. Based on one year’s ac- 
tual sales by size with 50 sizes as the 
average number of sizes stocked in 
each style, it is necessary to sell 260 
units per style in order to turn every 
size at least once. This condition re- 
flects the obstacles which are encoun- 
tered in endeavoring to avoid an accu- 
mulation of much stock in slow-selling 
styles and sizes. To overcome these 
difficulties, it is necessary to discon- 
tinue from time to time any styles 
which tend to diminish the rate of turn- 
over for the total stock. The line of 
demarcation between a style which is 
barely worth having and one definitely 
not worth having must be decided arbi- 
trarily. 





70 Per Cent Colors 


PEABODY, MAss.—The Allied Special- 
ty Leather Co. is making suede kid to 
the full capacity of its tannery, and 
70 per cent of this velvety leather is in 
colors, and the rest black. The allied 
company brought out suede kid three 
years ago, and since that time has been 
doing a steadily increasing busines: 
on it. 








SO c>... RETAILERS 


INDICATE SHOE 
STYLES FOR FALL 


now more than ever - DAREX SOLES 
will Sell Shoes 


In just one year Darex Soles have become a national style trend. Last winter a 
few stores—mostly in college towns—were featuring shoes with Darex Soles and 
were SOLD OUT over and over again. This winter Darex Soles will be the big 


sales feature of many manufacturers’ fall and winter lines. 


WHY? First—because more than 500 key retailers have found that 


Darex Soles have marvelous merchandising possibilities. They have spent thou- 
sands of dollars in advertising Darex Soles to their customers. They are going to 
profit on this advertising by featuring Darex this fall m m Second—because no 
sole offers such advantages for fall and winter wear. Slip-proof, waterproof— 
insulating against cold—pliable—resilient—smart and long wearing—here is a 
sole that will sell shoes at a profit m m Third—because Darex Soles are now 
being worn—and enthusiastically praised by nearly 400 members of the smart 
younger sets of 34 states. They will insist on Darex Soles for fall @ m Fourth— 
because leading lines of both men's and women's shoes will feature Darex Soles 
on their best styles @ m Fifth—because Darex national advertising is creating a 
steadily growing demand @ @ Sixth—because Darex Soles are different yet 
practical. They offer a way to sell quality footwear at prices that give you a fair 
margin of profit m@ m@ There are other reasons—but no more space here. Make 


no mistake. Insist on Darex Soles and Heels on your fall and winter lines. 


DEWEY anp ALMY 
CHEMICAL COMPANY 








CAMBRIDGE » «© MASSACHUSETTS 
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NOW IS THE TIME TO 
DECIDE 


on what factors depend the profits in popular priced 
footwear. 


Consider well the leadership of Natural Bridge Shoes 
for men, women and children. 


IN VALUE—Years of shoe-making experience and 
volume production enable Natural Bridge Shoe- 
makers to give you the utmost in value. Prove this 
by examination of the shoes themselves. 


IN STYLE—Natural Bridge shoes are styled to ap- 
peal to the majority. Their high rate of turnover 
testifies to their low rate of style depreciation. This 
elimination of dead stock hazards is a mighty im- 
portant, consideration. 


IN FIT —Natural Bridge lasts and patterns are ex- 
haustively tested for fitting quality before ever a pair 
of stock shoes is made. There is no normal foot 
but can be fitted with our 364 sizes in widths from 
AAAA to EEEE. 


IN STOCK SERVICE—Your business is our busi- 
ness and not a single pair sale is to be lost. Your 
orders will be filled immediately from adequate stocks 
of full sizes and width ranges. 


IN CONSUMER DEMAND — Many months of 
radio broadcasting has made Natural Bridge Shoes 
familiar to thousands. This cultivation of your cus- 
tomers for your benefit will be continued. See the 
imposing list of radio broadcast stations on the right 


page. 


IN MANUFACTURER’S POLICY —As their 
agent, Natural Bridge Shoemakers will protect you 
from competition. They are not unreasonable in 
expectations of sales. They give you fullest coopera- 
tion whether you are a large or small buyer. These 
are the signs of a liberal, cooperative spirit which has 
won the loyalty of thousands of shoe merchants. 


IN ADVERTISING AND MERCHANDISING 
ASSISTANCE—Natural Bridge Shoemakers have 
available a wealth of advertising materials—display 
signs, printed matter, newspaper mats, radio tran- 
scriptions, etc., for their dealers. And also mer- 
chandising assistance and counsel. 


Now is the time to decide. The Natural Bridge Agency 
offers the greatest opportunity to profit! Write us 
for complete information! 


* 


Drudge 


-~ 
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WOMEN'S 
es Pe Dn) 
RETAIL 


These Radic Stations 
will broadcast the 
Natural Bridge 
Feature 


Programs 


Cincinnati 
at York City 








Shoes 


NATURAL BRIDGE SHOEMAKERS 


Division of Craddeck-Terry Company 
LYNCHBURG VIRGINIA 
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“Come In and Buy Me™ 


Plan Your Window Displays to Emphasize 
the Shoes Rather Than the Decorations 





_ many shoe 
store window back- 
grounds are like the 
girl described as beau- 
tiful but dumb. That 
last word may be taken 
literally—they’re inar- 
ticulate—they don’t say 
anything. 

While new, their novelty attracts. But even a 
beautiful background loses interest for people who see 
it frequently: It’s still beautiful but it’s no longer 
novel. Yet the cost is such that it must stay in place 
for some time. 

Such backgrounds seldom incorporate a selling 
idea. They are decorative only. And the shoes are 
usually displayed in the orthodox manner, paired off 
and evenly spaced like a mixed crowd of people that 
can’t get together. 

From the standpoint of sales and profit it is better 





»———— 12 FEET 9 ——__—_____ k— 4 FEET —4 




















FIGURE | z 


to have a simple background, neat, neutral, which 
permits of frequent changes and variations. It’s 
better to spread the budget over a series of IDEA 
DISPLAYS. 

If the windows have beautiful wood backgrounds, 
before which temporary settings may be arranged, 
they are entirely practical. This article refers to those 
tricky, semi-permanent backgrounds installed for a 
season, or a year or more, that advertise the clever- 
ness of the decorator with jig saw and fancy paper, 
but fail entirely to play up the selling points of the 
shoes. 

With a little planning a window setting can be 
made that is smart and variable, and adaptable to the 
better way of showing shoes in PROMOTIONAL 
UNITS, developing each to emphasize a selling fea- 
ture, with each IDEA standing out clearly and effec- 
tively, creating more shoe sales; ADJUST MEA- 
SUREMENTS IN DIAGRAMS TO YOUR OWN 


INDIVIDUAL WINDOWS, in considering this 
plan. 

Figure 1 shows three panels of wallboard, each 
four feet wide and about eight feet high—mounted 
on substantial wood frames and drawn snugly together 
to form a flat surface twelve feet long. This for the 
back of a twelve-foot window. Similar panels are 
placed to cover the side wall, with an entrance to the 


Tl ff 
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window provided. A section that slides upward out 
of the way is best. Figure 2 shows the frame for a 
panel and the bolts used to draw the panels together. 

Notice that the three equal panels divide the twelve- 
foot length into three equal sections. This helps a 
lot when UNIT DISPLAYS are installed. 

Figure 3 shows removable pilasters over the joints 
between the panels. To the right is a suggestion for 
a metal hook, countersunk near the back top of each 
pilaster to hook over the top of the panels. A half- 
round and a triangular type of pilaster are also sug- 
gested for variation if desired. The pilasters may be 
of wood or metal. Wood is most convenient. 

Figure 4 shows a three-section divider—each sec- 
tion about two and one-half inches thick ; their width 
proportion to the window, their heights proportioned 





PIGURE 4 
FIGURE 3 
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FIGURE 5 daw FIGURE 7 
to each other and to the background. Notice that 
these can be laid flat as “plateaus” when desired. 
Turning again to Figure 3, notice the panel frame 
made of moulding (A). This is grooved in back, like 
a picture frame, deep enough to allow a panel of 
compo board to fit in, when covered with fabric or 
paper. It is painted the same neutral color as the 

[TURN TO PAGE 64, PLEASE] 
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No. A3480—Side buckle airy 
welt one strap, fancy perforated 
fox and tip design, made over a 


16/8 heel last, with wood Cuban 
heel. Made of KAFFOR KID. 
By—The Julian & Kokenge Com- 
pany, Cincinnati, Ohio. 
—y/ 


WINS’ 
ANOTHER VICTORY 


ORDER OF THE FEDERAL TRADE COMMISSION REVERSED 


UNITED STATES. COURT HOLDS OHIO LEATHER COM- 
PANY ENTITLED TO USE TRADE NAME “‘KAFFOR KID” IN 
THE SALE OF ITS LIGHT WEIGHT CALF LEATHER. 


The United States Circuit Court of Appeals for the Sixth 
Circuit reversed the order of The Federal Trade Commission 
made on a complaint filed by certain manufacturers of glazed 
goat skins, to the use by The Ohio Leather Company of the 
trade name. “Kaffor Kid’ in connection with the sale of its 
light weight calf leather. 


The Court granted the full claim of the Company to the use 
of the name “‘Kaffor Kid” in marketing its special tannage, light 
weight calf for use in fine footwear. 


This leather has the shape-holding non-scuffing qualities of 
calf leather and yet by the special tannage has the mellow glove- 
like characteristics that are so desired for comfort in footwear. 


It is the finest leather known for light weight fine footwear 
for men, women and children. 


MANUFACTURED EXCLUSIVELY BY 


ere A\AIO _ OHIO 


MANUFACTURER S LEATHER 
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7 / Assisting the Wright Dealer to cash in 
iy ed was. on the ever-growing demand for Arch 

Ae name nae pen loedina i oF Preserver Shoes is the Wright In-Stock 

ey es department, a model for the industry, 

providing “‘same-day” service; a unique 

merchandising service that points the way to increased profits; and 
a local sales-help program that offers assurance of increased sales. 








Reproduced below are four cards from the new “Foot Health” Win- 
dow Display, presenting the four unduplicated Arch Preserver fea- 
tures—used by Wright dealers 

constantly. 





special ‘Ach’ Preseryer. : ame | eS eae 
“| MERICA'S BEST KNOWN. SHOE 

supports the foot as nature ON raat eee , 
tended . Loe Muscles ; : outstanding preference of fine 
shoe wearers for the Wright 


oe 3 ae £ : a~ # , 7 Arch Preserver shoe: 


oH OE 





Three factors are back of the 

















Sicily Designed — 

Metatarsal Conn: 
eters main cause of leg ie 
Try the thumb test 





| Bends : : 
oe | 
bates where the Foot Bends 





SHOE MEN 








’ Prevents strain 


Comfortable as | barefoot walking 


RCH GEE 
RESERVER a 
SHOE 


FOR MEN 


K. 1. WRIGHT & 
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PRESERVER SHOES 
Any Other Arch Shoe 


| Rais of continuous national advertising that have acquainted 
the men of America with the exclusive Arch Preserver advan- 


tages ...and... 


pies Four Features (found in combination only in this shoe) 
which deliver foot health and comfort plus style . . . and build 
repeat business. 


—Cooperation of Wright dealers, not only in giving careful atten- 
tion to fitting each foot correctly, but also in the regularity of 
sizing which keeps a full range of sizes constantly available to 
all customers. 





J) 


KNOWN SHOE | 





/AMERI€A’S BEST 





Arch Preserver wearers customarily stay with Arch Pre- 
server exclusively ; first, because they have experienced def- 
inite relief from a great variety of foot troubles, and have 
S ; : of the satisfying assurance of comfort and foot-health; sec- 
F lat, crosswise Inner Sole. ondly, because this shoe meets every demand of their ward- 
It stays flat and prevents, robe, from street wear to full dress. Although often 
: this cramping ee imitated, the Arch Preserver Shoe never has been duplicated. 
a: . pare These are facts that make the Arch Preserver Shoe a tre- 
oe ee mendous aid to dealers in building a permanent and profitable 
MATa patronage. Because of steadily sustained sales, Wright 
ie Se <i dealers make money, regardless of general condition. Write 
> = BAT Nh today for full details of the remarkable Wright opportunity. 
Wight arcu 

PMRESERVER 

OE. 


FOR MEN 











CO. Inc., Rockland, Mass. 
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“STEP STARTER” 


“Step Starter’ is the super-value in a shoe 
for tots . . . Goodyear welt, flexible as a kid 
glove, on a last especially adapted for the 
very young foot. Start them with ‘Step 
Starter’’—and you've started a‘ lifelong cus- 
tomer for yourself. 


In Stock 2410-——White Elk; 2610—Smoked Elk; 

2710—Tan Elk. Price $1.60. Sizes 2-5, C. D, 

E, widths. 

DR. A. POSNER SHOES, INC. 

140 West Broadway, New York City 
Great New York Factory Warehouse 








Beach and Spo 
Still the Big Seller 


Going stronger than ever. July 
and August—when the water 
gets warm and people really 
start going to the beaches— 
are the best selling months. 

A snappy sandal made of 
Multicolored Algerian cloth, 

fitted with Cuban wood 

heels and Steel Shanks. 

Five different color 
combinations, and plain 

white. Sizes 3 to 8— 

C width only—18 

pair cases. 

yours now. 


Pa Pri. 
oe aa in stock $1.35 


PARISTYLE FOOTWEAR MFG. CO., INC. 
155 West 27th Street New York City 


PU) tN THe INE! 











Capitalizing on the 
Depression 


Retailers will recall a step taken by the Cres- - 
cent Shoe Company of New York, almost a Nov 
year ago, as a part of their unusual program for 
of expansion—the move to their new head- “ste 
quarters at 131-133-135 Duane Street. In ac- top 
cord with this step was the cut in prices insti- Cre 
tuted as the effects of the depression became a 


evident. 


Since then Crescent has been constantly en- 
larging and improving their line to help the 








This Season’s Most Popular Bet 
Hy-Grade Imported Beach 


IN STOCK 


. 5080 All White Kip 
. 5082 White and Black 
. 5083 Beige and Brown 
. 5085 Natural and Brown 
C Width Only 
Sizes 3-8 


PRICE $2.25 bin 
B. FRIEDMAN SHOE CO., Inc. 


ESTABLISHED 1880 
109 READE STREET NEW YORK CITY 





DR. MILES 


ALWAYS IN STOCK 


$2.10 


2629—Patent Leather Black Lizard 
trim 


2630—Black Kid, Black Lizard trim. 
263i1—Brown Kid, Brown Lizard trim. 
A, B, C, D and EEE WIDTHS 
SIZES 3 to Ii 
BLEECKER SHOE CO., INC. _ 138-140 Duane Street 


Boston: 216 Essex St. Philadelphia: 17 No. 4th St. 
Pittsburgh Headquarters: Hotel Henry 











The “Buy in New York [ 
Market” Pages | 


are groupings of the best offerings of the 
New York Market houses, leaders in style, 
quality and progress. Thése pages appear 
every other week. It will pay you to look 


for them. S 


“Always Something NU” 
KING OF STYLISH STOUTS 


HOE CO 

ve Pv 

mn 's 

Will be ready July 6. Prices range from $1.95 to $4.00. Over 1,000 
styles to choose from, Widths AAA-EEE in all leading materials. 


It will pay you to wait and see our complete line. 


142 Duane St. New York City 
“Quality and Style Win Leadership” 


HU AYA a5 MDs 
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NDovnresflltlin Mins 


and on 


the Recovery— 


retailer meet chain store competition. 


Now that there is some indication of a turn 
for the better, Crescent is putting on still more 
“steam” to enable its customers to make the 
top of the grade. 


Crescent has capitalized on the depression 
and on its recovery. 


CRESCENT SHOE COMPANY 
131-133-135 Duane Street 
New York, N. Y. 


SUN RAY SANDALS 


Due to better buying on materials 
from our sources of supply we are 
able to offer you Sun Ray Beach 
Sandals formerly wholesaling at 
$1.75 per pair for— 


$1.25 per pair 


These shoes are built with genuine leather counters, steel shanks, box 
toes. Size 2% to 8. Non-shrink Linen. Coindots come in blue, 
orange, yellow, green, and brown with white coindots. White, sun- 
tan, and green with striped saddles, and also all white. 


A trial dozen “size-up” will convince you! 


Gold Seal Shoe, 722 Broadway, New York City 
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We Challenge Comparison with 
Any Other Shoes in the Country 
at These Prices 


JULY FLIER 
Seamless and Regent 
White Imitation Kid | 
Sizes 3-8 al 50 
French Corded aie $1 


LEVEY BROTHERS SHOE COMPANY 
145 Duane St. New York City 








IN STOCK 


SUVA CLOTH SANDALS 


PER PAIR 


For Beach 
or oe 
Street Wear R233 
— ORS: = 
Cuban Heel—Crepe Sole—All White and Natural with Brown Binding 
Sizes 3 to 7 


BLOG SHOE CO., INC., 147 Duane St. 








Saks Presents a New Pattern in Brook- 
lyn Turns at a New Low Price .) 
$4.25 Vp) 

o Sig 


IN STOCK AA-C 


504—Patent Seamless Pumps, 
fancy white stitching, me- 
dum narrow toe, 20/8 sp. 
heel turn. 

* =~ As above in Brown Kid. 

506—As above, in Black Suede. 

507—As above, Brown Kid Blu- 
chr Oxfords, 17/8 sp. 


508—As 507, Black Suede Blucher aS 
i . 
509—As 507, Black Kid Blucher wa 
Oxtord. 





WHITE KID COMPO OPERAS 
IN STOCK—AT ONCE DELIVERY 


4511—Regent 21-8 spike 
4512—Regent 15-8 spike 
High heels: AA, 414-8; 
A, 4-8; B, 414-8; C, 214-8. 
Baby Heels: A, 4-8; B, 
3%-8; C, 3-8. 


$2.75 


CRESCENT SHOE COMPANY 
131-133-135 DUANE STREET, NEW YORK CITY 
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VACATION SPECIALS 











Pullman Slippers 


Made of high grade kid 
leather with pouch to 
match. 

Men’s sizes, 6 to ll 
Women’s sizes, 3 to 8 
Black and Brown 
$2.00 per pair 
Blue, Red and Green 
$2.25 per pair 


Shoe Traveling Bags 
Made of knitted wool and 
silk to be used for packing 
shoes in suit cases and 
trunks. Keeps other 
clothes clean and prevents 
shoes from being spoiled. 
Sizes...Men’s and Ladies’ 
Colors: Cordovan, Black, 
Blue and Cherry 
$4.00 per doz. pairs 





Samples Submitted Upon Request 


LYONS & COMPANY 
122 Duane Street 
SPECIALIZING IN SHOE STORE NOVELTIES 








“TAKE THE UNCERTAINTY OUT OF 
WOOD HEEL MAKING” 














ACCURATE 


\ 


“Take the uncertainty out of wood heel making,” 
was the order given the inventors and operating men of the 
Mears Company. And in spite of extreme price competition 
by heel manufacturers who don’t realize what uniformity 
means to shoe manufacturers, the Mears Company has gone 
steadily ahead, doing more business every year, including 
this year, reducing prices as fast as costs make this possible, 
and making real contributions to development.. In fact, al- 
most all the basic improvements which have. been made are 
Mears made: 


FIRST: Perfecting the turning-machine to make accurate 
duplication of heel profiles possible. 


SECOND: Perfecting automatic groovers to make the 
breasts of heel blocks uniform and accurate without any of 
the variation present in hand scouring methods used by 


others. 


THIRD, and so on: Dozens of minor but important im- 
provements or inventions in grading, doweling, breast slot- 
ting, concaving, measuring, inspecting, conditioning, hand- 
ling, packing, etc. 














THE NEW MEARS 


MONOSPOOL 


MECHANICALLY SPOOLED 


OTHER TOPS 
HAND SPOOLED 








§ NOW/ 


THE AUTOMATIC SPOOLING 


(or Rounding) MACHINE 


Upto now rounding (or spooling) 
of tops has been done by hand, 
the corners have been “knocked 
off”, and no matter how skilled 
the operator, uniformity of shape 
has been impossible. 

NOW rounded tops or unique 
shapes can be made in volume 
production with almost perfect 
uniformity. 

Therefore, more of the uncer- 
tainty has been taken out of 
heel making! 





All Mears (and associated) plants are being equipped to make Monospools. 


Look for FRED W. MEARS HEEL COMPANY, INC. 


this trade-mark AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 


on every heel seat Associated Companies 
CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 
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NATIONAL NEWS 


» HOW’S BUSINESS? 4 


Sees Better Outlook 


MILWAUKEE—Discussing the outlook 
for future business in a bulletin issued 
to Bob Smart Shoe Co., salesman 
George B. Utley, of that company said: 
“It has been said by students of eco- 
nomic conditions and statisticians who 
make a study of general business con- 
ditions that the present depression has 
been considerably prolonged by the 
mental attitude of everyone, from the 
most humble worker to the highest paid 
executive. 

“For the past several months it 
seems as though everybody has felt it 
advisable to conomize and spend as 
little money as possible, and save all 
they can for a rainy day. In other 
words, it was lack of confidence, and 
this lack of confidence has built up the 
largest savings accounts that the banks 
in this country have ever known, which 
money is ready to be spent just as soon 
as confidence can be restored. When 
you hear the optimistic reports that we 
come in contact with each day by read- 
ing the metropolitan newspapers, it 
would seem as though confidence will 
soon be restored to where all of these 
big savings will again™ be released and 
the money put back into circulation. 

“In our Milwaukee paper this morn- 
ing we find many optimistic reports. 
For instance, the Chicago & Alton rail- 
road has put back to work 700 em- 
ployees; the Santa Fe railroad has 
called several thousand men back to 
work; the American Car & Foundry 
Co. has called several thousand men 
back to work; the Illinois Central Rail- 
road has brought back many thousand 
employees throughout their great sys- 
tem. In fact, I could go on and men- 
tion many industries located in the 
middle west who have, in the past few 
weeks, called back many of their old 
employees who have been laid off for 
the past several months. 

“With all these captains of industry 
making such optimistic statements, it 
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SATURDAY, JULY 11, 1931 





EVERY WEEK 





PLUS SIGNS 


+ + + AVERAGES OF 100 REPRESENTATIVE 
STOCKS compiled by the New York Herald 
Tribune gained 44 per cent from the low of 
June 2 to June 27. 

+ + + NET OPERATING INCOME in May 
of the first 66 railroads to report shows an in- 
crease over April of approximately 7 per cent. 
+ + + IN THE PITTSBURGH DISTRICT 700 
additional men began work this week at the 
Pressed Steel Car Company’s plant. A contract 
for 17,000 tons of pipe from the Shell Union 
Oil Corporation will keep the Jones & Laughlin 
pipe mills busy for several weeks. 

+ + + RADIO - KEITH - ORPHEUM’S | gross 
sales of pictures in the past 7 weeks have 
shown an increase of 200 per cent over 1930. 
+ + + PRODUCTION OF SHOES by the In- 
ternational Shoe Corporation is averaging 186,- 
000 pairs daily, the largest in more than a year, 
and with indications that a further step-up in 
output will be effected. 

+ ++ THE IRVING FISHER ALL- CoM- 
MODITY INDEX of wholesale prices showed 
an increase of 0.3 per cent last week—the 
second consecutive weekly gain. 

+ + + AFTER FIRST QUARTER EARNINGS 
of 13 cents a share the Johns-Manville Corpora- 
tion reports a net in excess of 50 cents for 
April and May, with indications of a further 
gain in June. 

+ ++ HUNTER MANUFACTURING AND 
COMMISSION CO. reports print cloth sales 
last week as almost unparalleled in volume; buy- 
ing carried prices up more than 10 per cent. 
+ + + THE LATE VICE-PRESIDENT MAR- 
SHALL said the country needed a good 5 cent 
cigar; apparently it has several, for May, 5 cent 
cigar cales were 2.44 per cent above a year ago. 
+ + + CHRYSLER CORPORATION indicated 
June output was 29,000 cars against 25,100 in 
May; field stock of all Chrysler units are 64 
per cent under 1930. 

+ + + THE INDEX OF BUSINESS ACTIVITY 
compiled weekly by the Index Number Institute 
geet 2.2 per cent for the week ending June 


+ + + ADVANCES IN CIGARETTE PRICES 
are expected to boost earnings of American To- 
bacco Co. $4 a share, R. J. Reynolds Tobacco 
Co. $1.46, Liggett & Myers Tobacco Co. $3, 
P. Lorillard Co. $2. 


Compiled by Sales Management. 


would seem as though we have passed 
through the worst of the depression, 
and while in the writer’s humble opin- 
ion, there will not be a rapid improve- 
ment, yet I do feel that business of all 
kinds will show steady improvement, 
and before the end of this year we can 
all definitely see where the grand old 
United States has again pulled itself 
out of a very serious and prolonged 
depression.” 


ee ft 


Improvement 


LYNN—A strong improvement in the 
women’s shoe trade is reported by Lynn 
manufacturers. Buyers are arriving 
early to place orders for fall foot- 
wear. Prices are firming up. Tan- 
ners are advancing quotations on 
leather. Salesmen on the road report 
stocks of shoes low in stores, and mer- 
chants more confident of increasing 
volume of business during the last half 
of the year. Tanners of Peabody and 
the North Shore district report a de- 
cided increase in the demand for upper 
leather of most all kinds. Business is 
down to hard pan, the bulk of the de- 
mand being for staple leather, and 
freak styles and grain having been 
eliminated, as well as other speculative 
features. Tanners are adopting a new 
system of credits, with the hope of get- 
ting their business nearer to a cash 
basis. 


Fall Orders in Brockton 


BrocKTON—Orders for Fall footwear 
are beginning to come in and Brockton 
plants are planning to speed up pro- 
duction during the second week of July. 
A recent report from the larger cities 
of the country to the effect that approx- 
imately sixty percent of the men’s bus- 
iness during the Spring and early Sum- 
mer has been on sport shoes, is corrob- 
orated by the depleted condition of 
stocks on hand in the factories. 

This is expected to lead to repeat 
orders of a size sufficient to make 
necessary a short, intensive run to take 
care of immediate needs. 
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Since LINCOLN 
Was President 


“(Honest Abe’”’ 


the first unit of the present Shoe Lace 


was in office when 


Company began business. The tradition 
of quality and uniformity established 66 
years ago has been jealously maintained. 
Controlling production from raw cotton 
to the finished lace we can assure you 
standard quality in laces for every type 
of shoe in every grade. Manufacturing 
economies due to complete supervision 
during every step of manufacture make 
possible the present values. 


THE JOSCO FABRIC TIP 
=a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 
it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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Hides Firmer 


New YorK—The hide market during 
June was featured by advancing prices 
and increased participation in hide fu- 
tures trading attributed partly to the 
growing demand for finished leather 
articles and partly to the better condi- 
tions brought about by the improve- 
ment in the international economic sit- 
uation. Closing prices on the Hide Ex- 
change on June 30 showed advances of 
from 90 to 180 points for the month. 
The turnover in hide futures during 
June aggregated 48,120,000 pounds, 
bringing the total for the first six 
months of this year to 320,000,000 
pounds, against 141,760,000 pounds dur- 
ing the same time last year. 

Since the record low levels reached 
during the middle of February hide 
futures prices have worked steadily 
higher and by the end of June, De- 
cember option (position) showed a net 
gain of approximately 25 per cent in 
the value. 

Spot hides also worked higher last 
month, prices for June take-off showing 
a net gain of a full cent. 

Developments within the industry 
itself have been of a reassuring nature, 
with signs of a definite improvement in 
the finished leather inventory situation. 
Shoe production has been holding up 
better than anticipated and latest re- 
ports from shoe centers have been of a 
decidedly encouraging character. Man- 
ufacturers have been forced to step up 
their production and it is indicated that 
a further increase in the output will be 
necessary before long. 


Retail Trade Up in Boston 


BostoN—Retail trade is showing a 
marked increase in this city and its 
suburbs. Estimates for June, not yet 
officially compiled, are expected to show 
a good ten per cent gain over May and 
a gain of a similar amount over June 
of last year. General business condi- 
tions in New England show a falling 
off of about fourteen per cent from last 
year’s figures, compared with a falling 
off of about twenty-five per cent for the 
entire country. The annual flood of 
summer vacationists has started which 
is adding materially to the volume of 
retail trade. In shoes, the largest vol- 
ume is being enjoyed by the fabric 
sandals, although sport footwear is also 
active. Dress shoes and footwear for 
street wear have not gained to the same 
extent. 


Chicago Wholesale Trade 


CHIcAGo—George Hansen of the Pe- 
ters Chicago branch asserts that the 
International Shoe Co. factories are 
working practically to capacity. “Pro- 
duction in the forty-six factories has 
been increased until it reached the daily 
average of over 185,000 pairs for the 
past week,” said Mr. Hansen. “Even 
at that, there is some difficulty in mak- 
ing deliveries and it is anticipated that 
further increases in production will be 
in order. “Our pairage now is running 
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ahead of what it was in normal times. 
We look for a very good fall season.” 

Walter Sinsheimer of Sinbac states 
that nearly all the children’s business 
now being placed with his firm is for 
whites. “The barefoots are going 
best,” says Mr. Sinsheimer. 

“Fill-in orders on sport shoes and all 
seasonable merchandise are being re- 
ceived in a volume that leaves no room 
for doubt that stocks are low. 

“Our men will start out right after 
the Fourth with the fall lines. It is 
too early as yet to predict what will be 
the outstanding items in these.” 

The Harper-Kirschten Co., wholesal- 
ers of women’s shoes, serving principal- 
ly the urban trade outside the Loop, are 
selling mostly whites at present. “Plain 
white Regent pumps, both in leathers 
and fabrics, are the big sellers with 
us,” said Paul Kirschten. “Next to them 
come lizard trimmed dull shoes, which 
are just fair. Cuban heels and center 
buckles are having their day. Fall busi- 
ness is not yet under way.” 

“In men’s shoes, black and white 
sports in strong demand,” said M. La- 
kofka of Sidwell-DeWindt Shoe, distrib- 
uters, “but many will have to go hun- 
gry for them as the supply is practi- 
eally nil. Our fall lines are out now, 
but we’re not yet in a position to ven- 
ture any prophecy as to which styles 
will be the leading sellers. However, we 
feel that the growing tendency toward 
the decidedly narrow toes will continue 
through the fall season.” 


Colt Cromwell Expands Coast Branch 


Los ANGELES—Martin Lee, managing 
the affairs of Colt Cromwell Company 
on the Pacific Coast, has announced 
that the Los Angeles stock House 
Branch has moved into larger and 
more convenient quarters in the hub of 
the Los Angeles wholesale district. 

Mr. Lee brought the line to the coast 
three years ago, shipping merchandise 
from New York only. Then, with the 
idea of giving greater service to cus- 
tomers, a Los Angelés stock house was 
created. With this additional service 
added to the good-will and prestige of 
the Colt Cromwell Company, rapid 
progress was made on the Pacific Coast. 

The growth and development of the 
Los Angeles branch of the Colt Crom- 
well Company is evidenced by the fact 
that this is the third removal into 
larger quarters. Mr. Lee expresses 
thanks to the very many friends of the 
Colt Cromwell Company and invites the 
trade to visit them at their new quar- 
ters. Their new address is 911 South 
Los Angeles Street, Los Angeles, Calif. 


Tariff Plea Dismissed 


WASHINGTON—The Tariff Commis- 
sion has dismissed without prejudice to 
future submission should conditions 
change, an application filed by the Calf 
Tanners’ Association, Girard, Ohio, for 
a flexible tariff inquiry into costs of 
production of calf and kip leather look- 
ing toward an increase in duty. 
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DUDE, RANCH 


IN STOCK 
THE YEAR ROUND 


A New Line of 


Young Women’s 


SPORT FOOTWEAR 


to Retail at 


‘4-5 -'6 
3 Oxfords—3 Boots 


Six new excellent numbers with great 
selling possibilities. 
Positively unequalled values. 


A chance to make a wonderful display 
in your windows and showcases. 


An opportunitiy to attract the Girl 
Scouts, Campfire Girls, Y. W. C. A. 
organizations, all women of all ages 
interested in the great outdoors. 

In Stock service—complete sizes and 
widths. 


WRITE FOR SAMPLES) 


Style 306B 
Coffee Elk, full 14 
inch Boot —lined 
vamp, Ridglay sport 
sole and heel. 

IN STOCK 
4144 to8 AA 
214 to8 A-D 


$385 


Style 304B 


Chocolate Elk, full 
14 inch Boot—lined 
vamp, leather sole 
and heel, Spring- 
Step toplift. 

IN STOCK 


414 to8 AA 
“21%, to 8 A-D 


$4.00 


CAMP BOOT AT $3.25 
OXFORDS AT $2.60 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 
AUPORA MISSOURI 














I 
» TRADE DOINGS ¢ 


Twelve-Pair Racks 

New York—Since style in shoes has 
become such an important feature, the 
necessity for quicker production in the 
factory has become imperative, and 
where three or four weeks was consid- 
ered prompt formerly, from six to 
eleven days is expected today. This is 
logical, for style is fleeting, and even at 
a mark-down price and old style is not 
wanted, and the dealer must have quick 
deliveries or the style may pass before 
his shoes are delivered. 

The ability of the manufacturer is 
constantly tested to meet the demand 
for prompt shipment and different sys- 
tems or methods have been devised to 
hasten production. Probably the great- 
est help in this line has been the sub- 
stitution of smaller units, and instead 
of the 36-pair unit, or the 24-pair unit, 
the 12-pair unit is the rule under the 
new system. It is readily seen that in 
the case of 36 pairs, 71 shoes must 
wait until the operation on the 72nd 
has been done; in the 12-pair system, 
only 23 shoes wait for the last one, and, 
in this way, there is a more steady 
flow of work through the factory. 

This arrangement not only speeds up 
the schedule but reduces by a very 
large percentage th capital tied up in 
process goods. Thus, with a production 
of 1000 pairs a day, taking 24 days un- 
der the old system, means 24,000 pairs 
in process, while the same production 
on an 8-day basis (and this is not un- 
usual) ties up only 8000 pairs. Allow- 
ing the cost of the shoes finished to be 
$3.25 averaging the cost half-way 
through $1.62, we find in the first case 
$38,880; in the second case $12,960, in- 
vested in process, 

There are a great many manufactur- 
ers using this system in varying detail 
according to individual needs, and the 
man who fails to recognize the practi- 
cability of the scheme is bound to lose 
out to his competitor who does. 

This reduction of units and speeding 
schedule has no effect on quality, no 
operation is made any faster than when 
three weeks were used; it simply means 
that instead of lying around on benches 
and racks, your shoes are moving in a 
steady even stream, and, like the opera- 
tion of a twelve-cylinder car against a 
four, the running is smoother; instead 
of drying up and getting covered with 
dust, the shoes are in the boxes—fin- 
ished. 

Close Store 

CLEVELAND—The Enna Jettick Shoe 
shop at 1918 East Sixth Street was 
discontinued last week. This is the sec- 
ond store to close up on this street in 
the last few weeks, the Sally Sweet 
Shop having been the other to discon- 
tinue. At one time the block between 


Superior and Euclid on East Sixth 
Street was known as the “shoe avenue,” 
there being seven shops in one short 


New Chicago Store 


Cuicaco—July 2d and 3d witnessed 
the two-days’ opening of the beautiful 
new Feltman & Curme shoe store just 
west of Michigan Boulevard on Madison 
street, in the heart of the Chicago Loop. 

The beautifully paneled and commo- 
dious store has all of the actual stock 
eoncealed within easy reach, and on 
the two opening days all customers 
purchasing a pair of shoes were given 
free one pair of $1.95 stockings of the 
new mesh type. 

Wayne C. Smith is the manager of 
the new establishment. He has been 
associated with Feltman & Curme as 
manager of their Market Street store 
in Philadelphia for the past eleven 
years. 

According to Mr. Smith, this new 
store will be the high class store of the 
Feltman & Curme group in Chicago 
and will handle high grade shoes. 

The opening of this new store can 
almost be said to mark Madison street, 
between. Wabash and Michigan Boule- 
vard, as “Shoe Row.” Hanan & Sons, 
Florsheim’s women’s store, Alfred J. 
Ruby and Wolock & Bauer take up 
practically all of the remaining stores 
in the block. 


GRAND Rapips, MicH.—At the Yager 
Bootery, here, Mr. Yager contends that 
accessories, or diversified lines, are one 
solution for profits. “Last year we 
found the sale of hose, lingerie and bags 
with custom jewelry exceeded the net on 
footwear, and this is supposed to be a 
‘regular shoe shop,’ ” he declared. “This 
year with business just sliding along on 
regular offerings our policy of offering 
women opportunity to round out their 
complete ensembles has been a marked 
asset. 

“Our total net profits for this year 
to date equal those of last year, the new 
pajama fad and the new development 
in sandals having had much to do with 





block. 





the increase. We are featuring black 
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Grover Acquires King 

STONEHAM, Mass.—J. J. Grover Shoe 
Co. of Stoneham has bought the trade 
marks, good will and other property 
of Mrs. A. R. King Co. of Philadelphia, 
makers of high grade welt shoes for 
women and children, and will mau‘ac- 
ture the King line of footwear in the 
Grover factory at Stoneham in addi- 
tion to the well known Grover lines. 

Ira V. Woodbury, who was with the 
Mrs. A. R. King Co. in Lynn, and later 
in Philadelphia, to which it moved from 
Lynn, will come to Stoneham, also 
others of the staff. i 
New Shoe Firm 

SoutH NORWALK, CONN.—The Favo- 
Rite Shoe Shop has filed papers of in- 
corporation, authorized capital, $50,- 
000 in 500 shares of $100 par value, 
with $5,000 paid in. The incorporators 
are Harry Judel, Katherine Judel, 
Julius Comen and Faye Comen. 





Rob Store 

UNIONTOWN, Pa.—Thieves broke into 
the general store of Harry Davenport 
at New Geneva, Pa., and stole footwear 
to the value of $200. Most of the shoes 
were big sizes for men and children. 





ACCESSORIES SWELL SALES 





and white with success, not alone in 
footwear but bags, jewelry and paja- 
mas. The styles are unusually chic and 
appealing. 

“Our hose business continues strong, 
with a very nice business in sports wear 
right now. Recent hot days have brisked 
sales up to about normal.” 

The Yager Bootery is one of the most 
unique and beautifully decorated shops 
in Michigan and complete ensembles can 
be secured, which accounts for the con- 
tinued good net enjoyed by this shop. 

The ladies’ lingerie lounge is a de- 
cidedly popular spot for women to meet, 
smoke, and to change costumes, with 
many personal services, such as stamps, 
stationery, ’phone, checking of parcels. 
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if it 
raims .. 


-orders for shoes of Elko and Deerskin— 
it is because parents have discovered that 
wet weather cannot take the heart out of 


these popular leathers. 


Weather or not—Elko and Deerskin are 
always pliant, comfortable and durable. 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 


BOSTON 


* 


OTHER NORTHWESTERN 
LEATHERS 


Kitchener Russide W. L. I. Sootan 
Smooth Sides Rugby Newtan Elk Sides 











WHERE TO BUY 
Men’s Shoes 









In Stockh Service 
F, M. HOYT SHOE CORP. 
orn 5G Manchester, N.H. 











“A MAN’S DECISION” 


THE 


Men’s 
Fine 
Shoes 
Old 
Colony 
Boston—183 Essex Street Shoe Co. 
N. Y.—915-917 Marbridge Bldg. Mass. - 


(@).. A. PACKARD DCO., Makers 























NETTLETON 


Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 





























AST WEYMOUTH, MASS. U.S.A. 











» ABOUT PEOPLE < 





Graduates in Economics 


PHILADELPHIA—William H. Roose, 
son of Walter Roose, shoe buyer for the 
Nebraska Clothing Co., of Omaha, was 
awarded the degree of bachelor of 
science in economics at commencement 
exercises marking the close of the 191st 
academic year of the University of 
Pennsylvania on June 17th. 

Roose was graduated from the Whar- 
ton School of Finance and Commerce 
and was among 1,700 students to re- 
ceive degrees at the exercises. While 
studying at the university he was 
active in football, lacrosse, soccer, box- 
ing and track and was a member of 
Delta Upsilon fraternity. He former- 
ly attended the Phillips Exeter Acad- 
emy, graduating from there in the 
same class with Francis W. Pershing. 





Dann Byck Married 


LOUISVILLE, Ky.— Dann C. Byck, 
president of Byck Brothers Co., of 
Louisville, large shoe, ladies’ ready-to- 
wear and millinery house, and Miss 
Mary Helen Adler, daughter of the late 
Cyrus L. Adler, prominent musical in- 
strument manufacturer of Louisville, 
were married in Louisville, Saturday 
evening, June 27, at the Standard Club, 
a private Jewish country club, leaving 
that evening for Canada, where they 
will spend several weeks. 

Mr. Byck is a son of the late Louis 
S. Byck and nephew of the late Wer- 
ner Byck, who established stores more 
than a quarter of a century ago in 
Louisville, Atlanta and Savannah. The 
Louisville store for years has been one 
of the largest and finest women’s shoe 
stores, at one time handling general 
lines of shoes. 


Plan York Shoe Outing 


York, PA.—Final plans for the ann- 
ual outing of the York Shoe Retailers’ 
Association which will be held on July 
23, at the Conewago Inn, near York, 
were completed on June 29, at the final 
spring meeting of the.association, held 
in the store of Edward Reineberg and 
Company. 

The committee in charge, headed by 
Charles Martin, is arranging a pro- 
gram of athletic events, which promises 
many tired salesmen on the day after 
the outing. The day’s activities will 
start with a baseball game between the 
pessimists, led by Mose Leibowitz, and 
the optimists, led by Charles Martin, 
and will be followed by track and field 
events, boating, swimming and mush- 
ball. In the evening there will be a 
chicken and waffle dinner at the Inn. 

Invitations have been extended to 
shoe retailers in Lancaster, Harrisburg, 
Hanover and Columbia and other neigh- 
boring towns, and one of the largest 
crowds in the history of the association 
is expected. 
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Buek Gets Patent 


PHILADELPHIA—Tycho Buek, of the 
firm of Buek & Co., Thirty-sixth and 
Filbert Streets, this city, has recently 
been awarded a patent on a method of 
weaving designs in the vamp or other 
parts of the shoe, by cutting out vari- 
ous parts and slitting, punching or per- 
forating the parts to create a pattern 
and to give a woven effect of any design 
or color. This method also produces a 
shoe vamp with a woven design. 

“It is not really a new method,” ex- 
plained Mr. Buek, “but one which we 
have used for some time without taking 
the precaution to have patented.” 





Marott Outing 


INDIANAPOLIS, IND. — The annual 
outing and chicken dinner of the Ma- 
rott’s Shoe Shop Employees Mutual 
Benefit Association was held June 24 
at Broad Ripple Park. Sixty employ- 
ees and their families attended the out- 
ing and after the dinner danced, skated 
and later donned their bathing suits 
and frolicked in the natural pool on 
White River. Arthur Brown, manager 
of the store, distributed tickets to all 
amusements free of charge and not un- 
til midnight did the crowd disperse. 





Gude Picnic 


Los ANGELES—Gude’s annuai picnic 
for the staff of both Seventh Street and 
Broadway stores, held recently at the 
Whitley Heights Country Club, was a 
hilariously pleasant affair. Baseball, 
tennis, golf, swimming and bridge play- 
ing were among the diversions in addi- 
tion to a horseshoe pitching contest and 
a fat man’s race. 





Mayer With Rose Marie 


PITTSBURGH—David B. Mayer has be- 
come associated with the Rose Marie 
Shop, Inc., who operate a chain of 
retail shoe shops throughout Pennsyl- 
vania. Mr. Mayer will take over com- 
plete charge of these stores as district 
manager. He formerly was connected 
with the A. S. Beck and Forsythe 
chain. 


Foley’s Change Jobs 


RocHESTER, N. Y.—Irving Foley, su- 
perintendent at Lalonde & Clarke, and 
his son, Gene, stockroom head in the 
same factory, have resigned to accept 
similar places with the W. C. Goodger 
Company, it was announced last week. 





C. H. Baker Closes Portland Stores 


PoRTLAND, ORE.—C. H. Baker, well- 
known shoe retailer, operating a chain 
of shoe and hosiery stores in leading 
Coast cities, is closing his three Port- 
land stores, after some 25 years of 
successful operation. 
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com 


Noth in 8 ‘cheap’ 
about this little lady 


She has money... She wants Style 
Our Sort of Style and Quality 


“Cueap” customers are terrifically 
expensive... storesare finding. They 
don’t stick by you... they return 
more merchandise . . . their credit 
costs more . . . and they take more 
selling time, because they shop 
around. 

They may give you volume. But 
volume without profit won't butter 
your bread. 

Hang on to your prestige cus- 


tomer .. . the kind of customer 
Daniel Green sends you. Successful 
retailers are doing the job this way. 

They are clearing out dead stocks 
... charting their styles . . . limiting 
their colors with care. Then they 
size-up stocks religiously and keep 
a good display. 

In return for this intelligent work, 
they make a profit and hold cus- 
tomer confidence. 



































Quality Customers Are More Loyal 


DANIEL GREEN LEISURE FOOTWEAR 


THE DANIEL GREEN CO., DOLGEVILLE, N. Y.—CHICAGO, 29 E. MADISON ST.— NEW YORK CITY, 331 MADISON AVE.— BOSTON, 10 HIGH ST. 
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WHERE TO BUY 


Women’s Shoes 





IMPORTED SANDALS 
Pajamas and Braided 


All White— 
White and Black 


Irwin W. David ’ 
THE R. STERN CO. 
303 Fourth Ave. 








"heroes 
Baffalo, N. Y. 


—— omyB 








Ultra Smart Sandals 
Quality 
Best Color Predominates 


Combinations. 


Unusual Write 


Prefits. Direct. 


BIARRITZ SANDALS, INC. 
120 West 30th St., New York City 








HAND TURN PUMPS 


ROTH SHOE Co. 
Manufacturers 
52 N. Fourth St. 
Philadelphia 











bein eli ni li elite 


WHERE TO BUY 


Riding Boots 


RIDING BOOTS 
IN-STOCK 
For Men, Women and 
ea e ae 
Boots. 
Write for catalog. 


‘CONN : 
a-Mnor col 


yO 


L~ 





Flying Billboard 


Blimp Advertises Enna Jetticks 


RocHESTER, N. Y.—Some pessimist 
once said there is nothing new in the 
shoe business, but there certainly is 
something new in shoe advertising. 

Fred L. Emerson of Enna Jettick 
Shoes, Inc., of Auburn, New York, has 
the latest and most modern method of 
telling the world about Enna Jettick 
shoes by means of a Goodyear Zeppelin 
which is now touring New York State 
and will soon cover the New England 
States in the interest of Enna Jettick 
shoes. 

When the baby blimp visited Roches- 
ter last week, the Recorder representa- 
tive had the thrill that comes once in 
a lifetime, being taken aloft as a pass- 
enger in the ship. Leaving the Roches- 
ter Airport the blimp sailed majestic- 
ally over the Main Street of the city, 
and if anyone doubts the publicity value 
of this form of advertising, he should 
look down from above on the sea of 
upturned faces and see the buildings 
crowded with people anxious to get a 
glimpse of the dirigible. 

From the downtown section, the ship 
sailed out East toward the residential 
district where thousands of people 
rushed from their homes to catch a 





glimpse of the Zeppelin as she glided 
through the air. 

Leaving the city the blimp followed 
the New York Central tracks to East 
Rochester where she circled the town 
and dipped down near the car shops so 
that the hundreds of workers might 
catch the message of Enna Jettick 
shoes. 

Leaving East Rochester the Zep sailed 
eastward over Palmyra and Newark 
and circled back around Port Gibson 
where a Legion county convention was 
being held. 

Still following the New York Cen- 
tral Railroad the ship sailed eastward 
to Lyons, Clyde and Savannah, at each 
town circling down to sail over the 
Main Street so that the Enna Jettick 
message might be spread and seen by 
everyone. 

Leaving Savannah, the Zep sailed 
South across the Montezuma Swamps 
to the State Road which it followed to 
the Auburn Airport where it glided 
gracefully down to earth to be handled 
by the ground crew and the flight was 
over. 

After a short period of flying in and 
around Auburn, the Zeppelin will head 
East and cover the New England States 
in the interest of Enna Jettick Shoes. 





OBITUARY 


A. C. Webster Dies 


Ow City, Pa.—Arthur C. Webster, a 
well known shoe merchant, died at his 
home here after an illness of 16 months. 
He was at one time located at Mead- 
ville, Pa., as manager of the Brownell 
Shoe Company store. Ten years ago 
he started in business in Oil City for 
himself. His widow and a daughter 
survive. He was a member of the Ki- 
wanis Club, the Masonic order and the 
Presbyterian Church. 





Michael Grossman Dead 


BROOKLYN—Michael Grossman died 
on June 20, 1931, at his residence, 27 
Prospect Park South West, Brooklyn, 
in his 67th year. 

“Mike” Grossman, as he was known 
to his many friends in the trade, was in 
the shoe manufacturing business for 
over 50 years. In his early teens he 
began working in the factory of his 
uncle, Adolph Grossman. The business 
later became known as Julius Gross- 
man, Inc. 

For the greater part of this time 
Mike Grossman was head of the cutting 
room and buyer of the upper leather. 

During the past few years he re- 
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IN YOUR WINDOW 


The 4B Sample 


sells itself 


Can you sell 


the SAME SHOE | 
In All Sizes 


VERY woman outside the preferred 4B class is entitled to the same smart-looking 
and well fitting shoe, regardless of the size of her foot. The only perfect fitting size 

in the old method of hand broken lasts is the 4B - - other sizes are bound to be something 
quite different from the original for the hand and eye cannot be depended upon for 
absolute mechanical accuracy. The Coordinated Last and Pattern system allows you to 
offer your customers all sizes from 2 to 8 that faithfully retain the true proportions given 
the 4B model by the shoe designer. Every size, therefore, actually becomes a sample size. 


If your pattern maker cannot supply you with Coordinated Patterns, 
send your 4B models to us and we will have them made for you. 


COORDINATED LASTS and PATTERNS 











cae 
——_ 


UNITED LAST COMPANY + BOSTON =: MASS. 
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WHERE TO BUY 
Men’s & Women’s 
Slippers 


coneooen 


Priced, Ht st) to 
$3.25. 


oer 


IN STOCK 
e A 
$2) . + 


C-D-E, $2.60 





) L. B. EVANS SON CO., Wakefield, Mass. ew 





Boudoir Slippers ~ In Stock | 
UNUSUAL VALUES 


oevery, Pi 
— oe Slinpers In St 
SCHWARTZ & HERDER, ERO, 
lalists in Comfort & Ballet Slip 
241 No. iith St., Philadeiphi a. Pa. 














W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 
HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldg. 








HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Samples on Request. 


VINCENT HORWITZ CO., Ine. 
64-76 W. New York City 


IN STOCK 


FOR IMMEDIATE DELIVERY 
. Sizes 2%-8 











Take advantage of the 
Gnest quality line at 


f Nae low prices in 


these unusually 
smart Hand 
Turned Pat- 


terns of 
black kid 


Write for 
sample pairs 


The Norridgewock Shoe Co., Inc. 
——ORRIDGEWOCK, MAIN 











tired, but still kept in touch with the 
factory and his many friends in the 
industry. About a year ago he had a 
stroke from which he recovered some- 
what. His end came suddenly and was 
a shock to all his friends in the busi- 
ness. 

He is survived by his wife and two 
sons. 


Honor Memory of Dave Davis 


CHIcaco—Memorial services for Dave 
Davis, treasurer of the National Shoe 
Travelers Association and one of the 
best known and most popular members 
of the shoe traveling fraternity, were 
held Thursday afternoon, July 2, under 
the auspices of The Shoe Travelers As- 
sociation of Chicago in the Association 
Hall, Room 1405, Republic Building. 
The services were attended by a large 
number of shoe travelers located in Chi- 
cago and the middle western territory 
and also by many representatives of the 
retail, wholesale and manufacturing 
branches of the industry. 

Following the invocation by Father 
David E. Gibson, and music, addresses 
were made by Dave A. Marks, Joseph 
Kalisky, president of the National Shoe 
Travelers Association; Laurie S. Mac- 
Donald, John O’Connor, Judge William 
A. Helander and Ralph Stadeker, who 
read the following memorial tribute: 


TO DAVE 


Thou art not gone, though void the 
space 

Thou filled with honor; thou spent with 
grace. 


Thou art still here: our Ben Adhem; 
Of whom the angels writ: “He loved his 
fellow-men.” 


In memory’s cave enshrined thy name, 
Unforgettable thy virtues, undimmable 
thy fame. 


An interesting fact brought out at 
the service was a statement by Julius 
Goldberg that ‘(Dave Davis was the fa- 
ther of O’Connor & Goldberg Co.” Mr. 
Goldberg referred to the fact, little 
known in the trade, that it was Mr. 
Davis who suggested the thought to 
Messrs. O’Connor & Goldberg that they 
become partners one day when he 
dropped into Ruppert & Coen’s shoe 
store, then on West Madison Street, 


where the two boys were learning the 


shoe game, and announced that he had 
an admirable location picked out. Mr. 
Goldberg said that in all the years that 
followed O’Connor & Goldberg have 
never made final decision upon opening 
a new store, or its location, until it had 
the approval of Dave Davis. 

The following memorial, prepared by 
a committee consisting of Ralph Sta- 
deker, H. L. Ware and Gene Slocum, 
was adopted: 

“The Shoe Travelers’ Association of 
Chicago, in special session assembled, 
deplores with deep regret the passing 
of Dave Davis from their midst. 

“As a charter member, he was in- 
strumental in building our association 
on a permanent foundation. 





“He was untiring and successful in 
his work to obtain a broader recogni- 
tion of the value of our national asso- 
ciation from all inter-allied industries. 

“As treasurer of our national asso- 
ciation for fifteen years, he was recog- 
nized as unimpeachable for honesty and 
probity and for economical administra- 
tion of their funds. 

“He earned the gratitude of number- 
less fellow travelers in unselfishly pro- 
curing positions of value for them. 

“With a heart that was as open as 
his purse, he answered the call of the 
needy, within and outside of our ranks 
with generosity. 

“Time and again he refused an ele- 
vation to the highest office at the com- 
mand of the national association. He 
was content, in his modest way, to con- 
tinue to be of maximum service to the 
association, and to his fellow men. 

“We recognize, with poignant regret, 
that our official and personal loss is ir- 
reparable; that there is no one that can 
take his loyal and unselfish place. 

“The memory of his untiring work in 
our behalf, and of his ideal character, 
will live forever in our hearts and 
minds. 

“We tender, with distressed hearts, to 
his bereaved family, our most compas- 
sionate condolences over their irre- 
placeable loss. We beg them to find 
some consolation in the rare friend- 
ships he enjoyed in life, and in their 
priceless heritage, ‘A good name is bet- 
ter than riches.’ ” 


ee 


Colin Cross Dead 


ROCHESTER, N. Y.—Colin W. Cross, 
president of the Cross Brothers Leather 
Company, died last week. He was 84 
years old. 

In the trade since boyhood, Mr. Cross 
inherited the business from his father 
and grandfather, for whom he once car- 
ried tanbark from sailing vessels on the 
Genesee River. He was well known in 
all branches of the trade throughout 
the East. He served in the Civil War 
and was a member of the G. A. R. 

He became president of the company 
in 1918. He was an officer in the firm 
for 60 years. A son, daughter and 
brother survive him. 


R. H. Armstrong Dead 


St. Mary’s, OHI0O—R. H. Armstrong, 
aged 74 years, for nearly 50 years en- 
gaged in the retail shoe trade here, 
died of heart disease. His widow and 
five children survive. 


Charles E. Metzger Dead 


WARREN, Pa.—Charles E. Metzger, 
aged 69 years, president of the Wright- 
Metzger department store here and one 
of the leading business men in northern 
Pennsylvania, was instantly killed on 
June 29 when his automobile he was 
driving crashed into a ditch near here 
while Mr. Metzger and his two grand- 
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BECAUSE IT IS A TRUE, DEEP, BROWN 
THAT MAY BE WORN WITH ALL COS. 
TUME BROWNS. 


BECAUSE RETAILERS KNOW THAT THE 
WOMAN WHO SAYS “I WANT A BROWN | 
SHOE” MEANS 
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(Rado) 
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Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, July 11, 1931 











WHERE TO BUY 
Fine Sport Shoes 













SAN LINE SPORTIEST OF 
SPORT SHOES 


“A Mile Away You Know Them” 4 
Sun Chasers 5 ' 
A 










Natural linen and combination of grey, 

black and patent trim, gives a new 

theme to these sporty types. 
CATALOGUB ON REQUEST 














WHERE TO BUY 
Sport Footwear 
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“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 
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WHERE TO BUY 


Shoe Accessories 
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STOP THAT PINCH 
WITH 
BVER-READY SKIVED 
VAMP BITE PADS 
Results assured because of quality 


cushion felt gummed te stick, and 
conveniently skived. 


Shoe Finding Mfg. Co. 
St. is ot CHICAGO 


INC. 

















WHERE TO BUY 
Work Shoes 


os 




































sons, Charles and Allan, were on their 
way here from Williamsport. Charles, 
one of the grandsons, died from his in- 
juries several hours later in the hospi- 
tal, while his brother Allan was badly 
hurt. Mr. Metzger was engaged in busi- 
ness here since 1896. One son, C. 
Emerson Metzger, survives him. 





Louis G. Zang Dead 


JOHNSTOWN, Pa.—Louis G. Zang, for 
many years a prominent shoe merchant 
here, died on June 28 at his home in 
Westmont, a suburb, aged 56 years. 
He succeeded to the s10e business of 
his father, the late Erhard Zang, in 
1908, continuing in that capacity until 
five years ago, when he located in Cleve- 
land. Mr. Zang returned to Johnstown 
in January, 1930. 

Mr. Zang is survived by his widow, 
Mrs. Virginia Clark Zang. 





John A. Ross Dies 


INDIANAPOLIS, IND.—John A. Ross, 
70 years old, for years a shoe retailer 
and former mayor of Seymour, Ind., 
died here. Before moving to Seymour, 
he had been in the shoe business at 
Columbus, Ind. He had been ill but a 
short time. Funeral services and burial 
were at Seymour. 





Death of Geo. L. Fordyce 


YOUNGSTOWN, OH10—George L. For- 
dyce, aged 70 years, founder of the 
Geo. L. Fordyce Co. department store 
here, died on June 25 after an illness of 
several months. A daughter survives. 





>» WHAT'S SELLING? 4 


Beige and White Strong 


Cuicaco—Business is better. There 
is no question about it, and, incidently, 
there is no room for complaint,” says 
Reuben Stiefel, head buyer for the Pea- 
cock Palmer House store. 

“Strictly summer shoes are of course 
the heavy sellers right now,” he went 
on. “Black fabrics and white fabrics 
are strongest, I believe, but an odd 
thing that I have recently noticed is 
that we are selling a large number of 
beige kid shoes. I can’t account for the 
sudden demand for this type of shoe 
and as long as they buy, I’ve no cause 
to worry. White kid is very popular 
too,” he concluded. 

Al Buehler, manager of the busy 
Madison and Wabash streets Hanan 
store, says: “Business is very good but 
has been slowed down a little the past 
few days by the extreme heat which 
drove many people out of the Loop.” 

“One thing I am certain of,” Mr. 
Buehler explained, “is that quality still 
prevails. The better class customers 
still have good jobs and continue to 
buy. Maybe they only buy three pairs 
now, where they formerly purchased 
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four pairs, but they still insist on the 
quality being in the shoe. 

“I may be foolish,” he went on, “but 
I’m very optimistic about Fall business. 
In my opinion that period is going to 
inaugurate a real boom in shoe sales 
again.” 

According to this manager, fabrics 
and strictly summer shoes in the 
women’s line hold good, while, with 
men, sports are active, especially black 
and white combinations, and they are 
selling many more tan street shoes in 
the men’s field. 

“T am certain,” he concluded, “that it 
is far better to sell fewer shoes at a 
good price and profit, than it is to sell 
more shoes at a figure that knocks all 
profit in the head.” 





Whites Strong 


CLEVELAND—Both whites and linens 
have been going unusually strong dur- 
ing the past two weeks in the women’s 
line, says Allen V. Holbrook, Jr., of the 
Stetson Boot Shop. This has been the 
best year yet on both men’s and 
women’s sport shoes. “On Saturday, 
June 27,” he said, “we sold more sport 
shoes for men than street wear shoes. 
Black and white in the golf variety 
have been outstanding, with brown and 
white also running good. Plain white 
buckskin, which had very little play 
last season, is going over big this sum- 
mer.” 

The Stetson Boot Shop had been fit- 
ting out many prominent sports char- 
acters of recent date, including Young 
Stribling’s trainer, Lake Russell, Ma 
Stribling, Jimmie Fox of the Athletics, 
Whitehill of Detroit, Hodapp and Jame- 
son of Cleveland and One Eyed Con- 
nelly, who was here for the fight. A 
good business was noted from fight fans 
in Cleveland for the championship tilt. 





White Buck in Florida 


MIAMI, FLA.—The outstanding style 
for summer wear this season is an all 
white buckskin with black or tan calf 
trim, with lacing across the toe and 
around the top of white silk kid. Such 
a@ pump is very dressy and popular for 
spectator sports wear or semi-formal 
dress occasions. It is one of the special 
features being successfully pushed by 
Cowen-Nankin Shoe Store at 59 East 
Flagler Street. 





Carl Duttenhoefer Married 


CINCINNATI—Carl Duttonhoefer, old- 
est son of Mr. and Mrs. John Dutten- 
hoefer and brother of Stanley Dutten- 
hoefer, was married in a secret wed- 
ding at Newport, Ky., to Mrs. Julia 
Rauh, Madison Road, Cincinnati. 





H. V. Lane, Stylist 


ROcHESTER, N. Y.—W. P. Coon Com- 
pany, Rochester manufacturer, last 
week appointed Herbert V. Lane, Mas- 
sachusetts sales manager, stylist of the 
Rochester factory. 
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Settee 9513 — New, 
beautiful, distinctive 


Attract particular 
patrons this way 


Dress up your shop. Make it exclusive, individual, charming. 
Particular patrons flock to shops that offer unusual environment. 
In seating too, they appreciate the beautiful, the out-of-the- 
ordinary. Provide them with American Seating Company fitting 
chairs. They are comfortable—beautifully distinctive and dec- 
orative. See how much this seating improves the appearance of 
your shop. Send for free Booklet, “New Styles in Shop Seating.’’ 


Keatnes Makers of Fine Seating for Schools, Churches 
iy x and Public Auditoriums 
4 1s) General Offices: Grand Rapids. Mich. 
“eucesY BRANCHES IN ALL PRINCIPAL CITIES 











Students in famous Illinois clinic 


STUDY CHIROPODY 


The opportunities for Chiropodists are unlimited. In the 
United States there are about 162,000 physicians, about 82,000 
dentists, but only 5,000 Chiropodists! A virgin field! 

This new profession is particularly attractive to students 
with a foundation in p acy education and training. 

Course only 2 years at best known College of Chiropody in 
America equips you for practice. 19th year. You are ready 
to enter with four years high school or equivalent. 

Largest foot clinic in world — over 16,000 foot cases handled 
annually, large faculty physicians, surgeons, chiropodists. Write 
for catalog. No obligation. 


========MAIL THIS COUPON TODAY==<<===== 


ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 N. Clark St., Chicago, Illinois 


Gentlemen: Please send me, postage prepaid, latest catalog and com- 
plete information relative to Chiropody and your school. 


Name 
Street and Number 
City. 




















A step 
in the 
rl ght 


direction 


—for certain profit, 
besureand take the 
road that leads to 


ZAPON 


FOR SLIPPER UPPERS 


<> 


Look for the Zapon label on 
every pair of slippers you 
buy, It is your guarantee 
against inferior products. 


Quality, durability, 
texture, and style 
—all contribute 
to the unsurpassed 
popularity of the 
perfect slipper 
upper — ZAPON. 


Exclusively manufactured in 
America by The Zapon Com- 
pany, this water-proof chamois- 
soft material is available in 
a variety of colors and patterns, 


THE ZAPON COMPANY 


A Division of Atlas Powder Company 


STAMFORD CONNECTICUT 
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WHERE TO BUY 


Children’s Footwear 
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nns. a IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 











PATENTED 


gC 8064p 
SHOES 


Finest Quality Children’s Shoes 
Manufactured continuously since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 














Children’ s Fine » Goodyear Welt Shoes 


THE GILBERT ” SHOE co. 
THIENSVILLE, 














CHILD | 
LIFE 


High Grade Goodyear 
Welt Shoes in Stock. 








Wiswell-Everston Shoe Mfg. Co. 
Cedar Grove, Wis. ‘ 
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WHERE TO BUY 
Shoe Forms 
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TITLE TKS 


for Shoes and Hosiery 
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Shoe Form Co.,Inc., Auburn, N. ¥. 
REE EIEN (A GR 


New Slipper Producer 

WorcESTER, Mass.—The Franzen Shoe 
& Slipper Company began operations 
July 8. Production is high grade 
leather and felt slippers and novelty 
slippers. The factory is at 80 Beacon 
Street. 

John Franzen, the president and 
treasurer, has been assistant treasurer 
of the Lind Shoe & Slipper Co., 108 
Gold Street. Other officers of the. Fran- 
zen Shoe & Slipper Co. are Arthur N. 
Harwood, vice-president, and Herbert 
H. Hooker, clerk. 





Roth Leases Space 


CINCINNATI—Roth Shoe Co. has 
leased two and one-half floors of the 
former Helming McKenzie shoe plant, 
Cummingsville, Cincinnati, for five 
years. The space approximates 37,000 
square feet, at a rental of more than 
$50,000 for the term. 

The Queen City Wood & Heel Co. 
leased the other half of the fourth floor 
of the same building for five years at 
$11,250. 





Offer Race Prize 


CLEVELAND—The Stetson Boot Shop, 
1881 East Sixth Street, is offering a 
silver cup to the winner of the Stetson 
Shoe Handicap at the horse races at 
Thistledown track on July 21. The 
race, sponsored by this bootery, will be 
the featured event of the day. Allen V. 
Holbrook, Jr., will present the cup. Win- 
dow displays and publicity in the store 
will be tied up with the event and the 
cup will be shown to the public for sev- 
eral days in advance of the race. 





Shorter Hours 


INDIANAPOLIS—Stores in Indianapo- 
lis affiliated with the Indianapolis Mer- 
chants’ Association have announced that 
beginning July 6 and continuing until 
after Labor Day their stores will close 
at 5 o’clock in the evening, cutting off 
a half hour during the hot months. 
Since these stores are among the largest 
in the city it is expected most other 
stores in the downtown district will fol- 
low the lead. Cards have been printed 
and may be obtained by other stores 
from the Merchants’ Association tell- 
ing the public of the change in time. 





Move Department 


MIAMI, FLA.—The shoe department 
of Cromer-Cassel’s, a Miami depart- 
ment store, has been relocated and is 
now to be found on the ground floor, 
close to the main street entrance. Ade- 
quate space for taking care of the trade 
has been allotted to the shoe depart- 
ment, and an attractive setting ar- 


ranged. 


Jake Hill Co. Retires 


SPOKANE, WASH.—Jake Hill Shoe 
Company, one of the pioneer shoe re- 
tailers of Spokane, is retiring from 
business. 
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Building Business on Sizes 
[CONTINUED FROM PAGE 30] 


realize how fast customers are turned 
over. It is not accomplished by any 
“hurry up” methods. 

Shoe store service would not be com- 
plete today without dyeing facilities. 
To meet the demand this company has 
installed the very latest and most up- 
to-date quipment. Shoes may be dyed 
any chosen shade in a very few min- 
utes. To give you some idea as to how 
the general public appreciates such ser- 
vice, it might be well to mention that 
the company’s dyeing department han- 
dles in the neighborhood of one hundred 
pairs of shoes per day. Milady knows 
that she can step into the Bryan store, 
armed with a sample of her new eve- 
ning frock, select new evening slippers, 
have them died to match her new crea- 
tion and be on her way home in a 
minimum of time. 

The salesmen and salesgirls of this 
organization are carefully picked, no 
attention being paid, however, to so- 
called sales training. They must apply 
for a position with a previous shoe 
sales experience. It is the belief of 
the firm that salespeople are born and 
not made. That training them to say 
this and that, to walk this way and 
that way, is a total loss of time and 
energy. They believe that by carefully 
watching the sales receipts as well as 
the conduct of the salespeople -on the 
floor, they are able to weed out the un- 
desirable. That personality counts. 

A prospective customer is never 
“high pressured” in the Bryan store. 
In many organizations it is the policy, 
if the customer is slow in deciding upon 
a shoe, to turn her over to another 
salesperson who will persuade her to 
take the shoes whether she really likes 
them or not. The reaction caused by 
such methods is not desirable.’ The 
customer either returns the following 
day to exchange the shoes, or she wears 
them with a feeling of dissatisfaction. 
The chances are that she always re- 
tains a subconscious distaste for the 
store where she was “talked into a pair 
of shoes she did not want.” Such a 
condition does not tend to keep trade. 

A comparison of the styles contained 
in the Bryan store, and those displayed 
in the chain stores, discloses an inter- 
esting difference. The latter will carry 
four or five styles to Bryan’s one. Of 
course that means a big increase in 
the overhead, for a larger store is 
necessary if any attempt is made to 
carry a full run of sizes. This is an- 
other point where the Bryan store 
seems to have the chain store beaten. 
Their contention is as follows. A 
woman comes into the store for a one 
strap, black kid shoe. She will be 
shown a center buckle one strap of 
black kid, gray water snake trimmed; 
the same style with another trim; a 
plain French bound, one button one 
strap; and a one strap cutout sandal 
of black kid with a suede and gold 


[TURN TO PAGE 64, PLEASE] 





















TRIMMED « « 
PERFORATIONS 


Cool, ventilated footwear, with eyelet- 
trimmed perforations, is the fashion highlight 
of the Summer season. Shoe designers have 
created a variety of novel designs with eyelets 
that are striking in their beauty and startling 
in their smartness. The neat, lustrous surface 
of the Diamond Brand Invincible Eyelet gives 
the shoe that desired, well-tailored appear- 
ance, Shoes fitted with these eyelets assure 
foot comfort because of the smooth, roll-back 
setting ... Eyelet-perforated footwear, belts, 
and handbags complete the up-to-the-minute 
sports ensemble. Eyelets are available in a 
variety of styles and in colors to harmonize or 
contrast with every shade of leather or fabric. 


UNITED FAST COLOR EYELET COMPANY 


BOSTON, MASSACHUSETTS 





"Shoes by The 
Stone Shoe Co. 
New York City 





DIAMOND BRAND 
e Visible « 
FAST COLOR EYELETS 
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WHERE TO BUY 
Ballet Slippers @ Sandals 





*& KENDALL ‘or catttr_* 


BALLET SLIPPERS 
IN STOCK 

Orders filled 
day received 










Women’s Blk. Kid 
, R 
Children’s .... 2.55 


White on order.. 2.65 
Satin on order.. 2.80 


SEND FOR CIRCULAR DEPT C 


te KENDALL SHOE COMPANY »& 
HAVERHILL, MASS. 

















BALLET SLIPPERS 
io. O9T0= AN clase fn oteek Ser 


ie o Write 
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QUALITY 


We are known to dancers 

-for fine footwear at low 
cost. Italian Toe Danc- 
ing Slippers, Hoffert Danc- 
ing Flats, Sandals, tap 
plates, rompers, supports, 
and other dancing supplies 
that your customers n 


Write us! 


CHICAGO 
THEATRICAL 
SHOE CO. 
3rd a | Copttel Bids. 

ate 
Tee = Chicago, Ill. 
. Coast orders filled from: 
“es Hollywood Bivd., Hollywood, Cal. 
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Im Stock Black Kid 
Ballet Right and Left 
Last 

Ladies’ $1.25 pair 
Misses’ $130 pair 
Child’s $1.15 pair 

BLOG SHOE CO., INC. 
147 Duane Street 

New York City 














Publix Expands 


STONEHAM, Mass.—The Publix Shoe 
Co., of Stoneham, Mass., has taken 
space in the Jones factory for making 
shoes by the adhesive process, these in 
addition to McKays as made in its Main 
Street factory. 

The Publix factory is one of the Sha- 
piro chain, and it is reported that this 
organization will start a new factory 
in Sanford, Me. 





Economy Increasing 


LYNN, Mass.— The Economy Shoe 
Co., of Lynn, is taking additional space 
at 587 Washington Street, to increase 
to 50 cases a day of popular priced 
McKays. Mr. Kunian, the manager, 
reports a record run for spring. 











>» ON THE SELLING END <« 


News of the Travelers and Sales Activities 





To Cover Davis Territory 


CuHicaco— Mr. McDonald, of the 
Thompson Bros. Shoe Co., was here 
from Brockton last week and - an- 
nounced that Dave Davis’ territory will 
be covered in the future by the follow- 
ing men: 

J. L. Schlesinger, covering the South 
and Middle West, takes over Mr. Da- 
vis’ St. Louis territory; Harry T. Bald- 
win, who covers Pennsylvania, District 
of Columbia, Ohio and Indiana, will 
take over Chicago territory. 

Dave Davis for years had an office in 
Chicago with Joe Kalisky, who repre- 
sents Thompson Bros. in Illinois, Mich- 
igan, Minnesota, North and South Da- 
kota, Nebraska and Wisconsin. 


Louis Johnson Dead 


Louis Johnson, formerly a traveling 
salesman for the Racine Shoe Com- 
pany, died recently at St. Luke’s Hos- 
pospital, Racine, Wis. He was born 
Feb. 28, 1862, and came here with his 
parents from Denmark when he was a 
year old. 

When a young man Mr. Johnson en- 
tered the shoe business and for many 
years was a member of the firm of 
Johnson Bros., which was located on 
the west side of Main Street, between 
Fourth and Fifth streets, Racine. La- 
ter he conducted a shoe store between 
Third and Fourth streets on Main 
Street. He retired from that business 
about ten years ago and was employed 
as a traveling salesman for the Racine 
Shoe Company, which position he held 
up to three years ago, when he received 
injuries in an automobile accident. 
Since that time his health has failed 
gradually. 








Johansen Salesmen Afield 


Representatives of the Johansen 
Bros. Shoe Co., of St. Louis, Mo., left 
recently with the Johansen line. 

Following are the representatives 
and their territories: D. W. Brill, 
Ohio; H. F. Brune, St. Louis and 
South Illinois; J. M. Chavez, Mexico; 
W. C. Coble, Virginia, North and South 
Carolina, Georgia, Alabama and Ten- 
nessee; F. R. Dexter, North and South 
Dakota, Iowa, Minnesota and North 
Missouri; J. M. Hinton, North Cali- 
fornia, Oregon and Washington; E. G. 
Kozak, New York State, Pennsylvania 
and New England States; R. S. Lang- 
ston, Colorado, Wyoming, Montana, 
Idaho, Utah and Nevada; O. W. Lau- 
ner, South California; N. K. Morris, 
Alabama, Georgia, Florida, Louisiana 
and Mississippi; W. T. Perryman, Ken- 
tucky, Tennessee, Virginia, West Vir- 
ginia; S. D. Schedel, Nebraska, Colo- 
rado, New Mexico, Arizona and Texas; 
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W. T. Stephenson, Texas; C. R. Terry, 
Illinois, Michigan, Indiana and Wiscon- 
sin; J. J. Terry, South Indiana and 
North Illinois; Cy Wheeler, Oklahoma, 
Arkansas, Kansas and Missouri. 

The New York City Johansen Sales 
Studio was recently moved from the 
sixth floor to the eighth floor of the 
Marbridge Building, occupying room 
857, which is more spacious than the 
past site. Joseph J. Kozak, a veteran 
in the shoe industry, is in charge of 
the New York City office. 

Johansen footwear includes three 
groups: La Neva, the hand turns; Uni- 
tized, soles united by Johansen method; 
McKay footwear. The latter line is 
manufactured by the Barnes Shoe Com- 
pany, a subsidiary unit of the Johan- 
sen organization. Stress is being laid 
on Johansen’s Ultra Arch shoes, a 
light arch shoe styled in both the Uni- 
tized and JoBo ranges. 





Howard May with Midvale 


Howard May has become associated 
with the Midvale Shoe Co., of St. 
Louis. Mr. May is well known in the 
trade for his keen style sense, having 
spent many years in Brooklyn facto- 
ries. He will make his headquarters in 
New York, where Midvale has an office 
in the Marbridge Building. 

Miss Marie Finnerty also has re- 
cently become associated with the Mid- 
vale Shoe Company and will be in the 
New York office assisting Mr. May in 
the study of style trends. She is ad- 
mirably equipped to contact style 
sources and to interpret fashion data. 





Now with Nu-Matic 

C. S. Gilkerson has joined the sales 
organization of the Nu-Matic Shoe 
Co., Milwaukee, Wis., manufacturers of 
the Nu-Matic Cushion Sole Shoe for 
men. Mr. Gilkerson will cover the en- 
tire state of Oklahoma. He already has 
a line of 15 samples of Nu-Matic men’s 
dress shoes. 





V. L. Rash with Pedigo-Lake 

V. L. Rash, who has been on the 
sales force of I. Miller & Sons for the 
past several years, has joined the sales 
force of Pedigo-Lake Shoe Co., of St. 
Louis to handle the trade in the larger 
cities of Michigan, Ohio, Indiana and 
Kentucky. 





Brown Salesmen Meet 

Brown Shoe Co. salesmen held a divi- 
sional sales meeting in St. Paul, at- 
tended by representatives from North- 
west states. Al G. White, advertising 
manager, headed a group of officials 
who came from St. Louis for the con- 
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C. P. FORD & CO., 
ROCHESTER, N. Y. 


Any woman who purchases Archetype shoes will be so delighted with their 
exclusive style and comfort features, that she will be a permanent Archetype 


customer. 


Archetype shoes are designed to meet the requirements of the woman who 
demands style, but must have comfort. You can build a permanent, growing 
clientele by featuring Archetype footwear for women. 


Cc. P. FORD & CO., INC. 
Rochester, N. Y. 


DETROIT: Hotel Tuller, Mr. Ray Wegman 
CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 
NEW YORK: Marbridge Bldg., Mr. Jack Galway 


New Edition 


Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 
This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
cents. 


Boot and Shoe Recorder 








BOSTON’S Renowned Hospitality 
Prevails at 


COMMONWEALTH AVENUE 
AT KENMORE STATION 


Here you will find that far famed Boston spirit of cordiality. 
There is no end to conveniences at The Kenmore . . . 400 
rooms with tub and shower .. . Coffee Room, Empire Dining 
Room, free parking for your car ...and even a_ cheery 
“Good Morning” with the paper left at your door when you wake. 


239 West 39th St. New York, N. Y. 


Let us send you a Booklet “Historical Boston” 























BOOT AND SHOE RECORDER 


TRADE MARK DIRECTORY 


THE LATEST AND MOST COMPLETE DIRECTORY 
OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 
BOOT AND SHOE RECORDER 239 West 39th Street, N. Y. C. 
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WHERE TO BUY 


Shoe Accessories 
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Mr. Shoe Buyer 
STOPS 
CUTTING 


VAMP -EEZ/ & tere 


TRADE MARK 


Will clinch many 
sales for you this 
season on opera 
pumps. 





This device produces a smooth rounded 
surface on the sharp edge of the vamp. 
Eliminates cutting at the instep. 


In colors to match shoes. 


VAMP-EEZ COMPANY 


1141 Broadway, New York City 











Building Business on Sizes 
[CONTINUED FROM PAGE 60] 


piping. That is all and unusual is the 
woman who, wanting that style of 
shoe, will demand a wider variety from 
which to make a selection. More sales 
are lost on lack of sizes than on limited 
styles. 

By keeping the number of styles 
limited, they.are able to carry all sizes 
and widths from AAA to D. In this 
way almost any woman can be fitted. 
The woman with an unusual foot size 
likes to obtain with no difficulty the 
style she picks out; it creates a friend- 
ly feeling. 

In keeping with the trend of the 
times, towards the one price idea, this 
company shows shoes at only two 
prices—$5.75 and $6.75. Buying year 
in and year out from the same manu- 
facturers they have established factory 
connections which assure counters, 
boxes and arches of excellent quality. 
To quote, “I give them the best shoe 
obtainable for the money, and they just 
seem to keep: coming.” 

Service, ‘sizes and quality seem to 
have served.this retailer well; he does 
not care what chain store moves into 
his block. 





“Come In and Buy Me” 
[CONTINUED FROM PAGE 40] 


large panel and held in place by five 
screws. The compoboard panel is in 
matching color on one side, and a dif- 
ferent color on the réverse side 

With about two sets each. of the 
blocks (figure 5) and the triangular and 
half-circle plateaus (figures 6 and 7) 
for each window, you are prepared to 
produce a new arrangement and have 
new colorings, for every window. Extra 
sets can be repainted or covered with 
paper or fabric while out of the window 
without disturbing the display that is 
in place. 

For a major display the entire win- 
dow can be used with dividers omitted; 
—— displays the dividers can be 
used. “ 





do the selling. And you can’t sell our 
line unless you have our line on your 
shelves to sell. 

“It makes a lie out of our advertis- 
ing to allow you to carry a few shoes, 
put our sign on your window, then dis- 
appoint and misfit the customers this 
advertising sends in to you. 

“No store achieves success unless it 
makes itself headquarters for some- 
thing, either a trade name, or a price, 
or a type of shoe, or a grade of ser- 
vice. But a store never becomes head- 
quarters for anything by dabbling 
in it. 

“Four styles, a pair of a size, never 
went over in a big way in any store. 
Customers are big game nowadays; 
seattered bird shot doesn’t phase them.” 

Moral: You can’t be in the swim by 
paddling around the edges. You’re just 
muddying up the water. 

What then does it all mean 

For twenty-one months now shoe 
merchants have probably been paying 
more attention to the task of stock re- 
duction than to any other phase of 
merchandising. And well we did, for 
we surely needed a.good lesson in stock 
control. 

And we have succeeded. Stocks are 
down, down to the point where in many 
stores the merchant is slowly but 
surely building up prestige and good 
will for his competitors by being contin- 
ually “just out” of styles that please, 
and sizes that fit, his customers. 

Instead of being temperate in_ the 
matter of placing orders he has adopted 
prohibition, forcing his customers to 
bootleg. their footwear from competi- 
tors. He argues—rightly—he will 
never go bankrupt paying for shoes he 
doesn’t buy! (That’s a tender morsel 
for the wait-and-buy-later adherents to 
munch!) 

But io, a paradox appears! On the 
one hand we agree that there is no 
profit where there is no risk. On the 
other hand it is equally plain that the 
shoe retailer who refuses to place or- 
ders now, hoping to avoid risks, is 
thereby putting his business into a 
profoundly greater risk. 

By opening the season with inade- 
quate stocks he is risking the profit on 
the day-by-day sales he may miss; he 
is risking an increased depreciation on 
his carry-over stocks; and he is risking 
the good will he has built up in former 
years. He is trying to be in the swim 
without getting his feet wet. 

Of all months in the year August and 
September are by far the safest for a 
shoe dealer to get in the swim, to stock 
up with sizes and styles in such a way 
that the public knows he is in business 
—and intends to take care of its needs 
in a business-like way. 

If a stock must be starved, the end 
of the season is the time to do it, not 
the beginning. 

In most localities the fall and ‘winter 
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The High Cost of Low Stock 


[CONTINUED FROM PAGE 17] 


season has a rather definite beginning 
and ending, aroung August first and 
February first. The shoes received in 
August have five months of “life” 
ahead of them before the January 
clearance time. 

Those received in October have only 
three months of similar “life.” The 
smart merchant therefore throws as 
much of his buying as possible into the 
early months of the season—right now. 
He knows that the risk of buying the 
wrong thing early is not nearly so 
great as the risk of being behindhand 
or of being always “just out.” 

If he expects to rely on factory in- 
stock service (save for the most staple 
types) he is risking his future on a 
proposition where the facts seldom 
equal the hopes. With stocks in their 
present condition the risk of being 
“out” is much more to be feared than 
the risk of being “over.” 

Department stores originated stock 
control. But now we find them relaxing 
their inflexible “Don’t, don’t, don’t!” 
They realize progress comes from do- 
ing, not from “don’ting.” 

One manager says: “No stock con- 
trol system meets today’s needs if it is 
so iron clad as to prevent the buying 
of needed merchandise at any time in 
any quantity. 

“In the nature of things a depart- 
ment sometimes becomes overstocked 
through some unwise purchases. Such 
a condition at one time prevented fur- 
ther buying. Now, however, we never 
allow an overstock of one item to inter- 
fere with the purchase of something 
else that is needed. 

“While we are still committed to the 
principle of fast turnover, we believe 
more profit can be made on an over- 
stock than on an under-stock. This ap- 
plies more, of course, to staples than 
to novelties, and more to large commu- 
nities than to small. However, it is 
true to a degree in all business.” 

The fall of 1929 brought disaster to 
the merchant who had ventured too far 
into the sea of heavy stocks. In an 
effort to avoid that danger many of us 
are shivering timidly around the edges, 
dabbling a trembling toe in the water. 

Somewhere between those two ex- 
tremes, to each individual according to 
his strength, is a depth of stock where 
it becomes a pleasure and a profit to 
operate. Any child can wade along 
the beach, but a real merchant will play 
the game at a man’s depth. 

But—if you haven’t the nerve to get 
your feet wet, you’ll never be in the 
swim. 


James Now Manager 


LYNCHBURG, VA.—John W. James 
has been named managing director of 
the George D. Witt Shoe Co. of this 
city. 
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| The heel 


Fi the man who 


4K N OWS shoes 


Men who make or sell shoes are 
intimately acquainted with the shoe- 
making advantages offered by the 
uMfem Cushion Heel... Its smart 
appearance enhances the beauty of 
the shoe... Its scientific, cored con- 
struction means firm attachment and 
the preservation of the original style 
lines of the shoe. Recognized every- 


where as The Modern Rubber Heel. 


GISTION Ne 
HEEL ll 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SALESMEN Wanted Salesmen . ti 
F c, 
With established trade to sell a strong line of Women’s Novelty Experienced, high grade, to call " 
‘ i z ; only on department store and good 
Footwear to retail from two to five dollars, carried in stock in shoe stores with hosiery sections. = 
widths. New Latex product of universal 
Territories open Iowa, Nebraska, Indiana, Ohio, Kansas, Missouri, appeal. No competition. Good * 
i Mn All dT retail profit. Good commission. W 
olorado, iNew Mexico and 1exas. Only interested in producers. State 
Liberal commissions, arrangement weekly remittance against orders. your complete history and experi- ii 
Submit references, replies confidential. ence in first letter. Would consider 
as side line in certain territories. 
Address C-546, Care Latex Rubber Products, Inc. 5* 
BOOT & SHOE RECORDER, 239 West 39th Street, New York, N. Y. 680 North Portage Path, Akron, Ohio the 
sna 
and 
inte 
shoe 
S ALESM AN WANTED W ANTED SALESMAN to carry side line C.5: 
Capable Salesmen of fastest selling women’s $1.95 and $2.95 39th 
, novelties on the road. ant men acquainte —— 
The following attractive territories Spiele a with Southern and Middle West. Trade com- 
open to experienced road salesman: anted for the Atlantic an id- mission basis. In answering give full partic- L” 
Kentucky, Indiana, Ohio, Oklahoma, dle States who have a large fol- ulars. Line ready. July 25th. M-O SHOE t 
Iowa, Illinois, Colorado and California. lowing of men customers to repre- CO., 621 No. 9th St., St. Louis, Mo. $2.95 
Beautiful Novelty footwear styled sent a direct to wearer $4.95-$5.95 Add 
high, In stock proposition $1.95 and dress shoe. FACTORY DIRECT. Strong side line, high 239 
$2.95 retailers. Give age and past ex- grade stitchdowns—can_ be repaired—Long 
perience Address C-541, care BOOT AND Island and New York City Boroughs, New 
: SHOE RECORDER, 239 West 39th York State territories open. Liberal commission = 
ST. LOUIS NOVELTY SHOE CO. Street, New York, N. Y. ee. AR, only *. cot & Shor cord 9 74 
1328 Washin Ave. St. Le * ress 45, care Boot oe Recorder, 
oe oe : wradenen West 39th Street, New York, - 
GHOE SALESMEN woneed to carry a snappy 
and fast selling line of Shoe Ornaments as . 
WANTED a side agg aga yore ‘is, refer- 
ences wit rst letter. ress care 
Experienced salesmen to sell on commission Boot and Shoe _— 239 West 39th Street, BUSINESS OPPORTUNITY 
new line of 20 patterns women’s style arch New York, N. 
shoes to retail at $3.00. Opportunity for 
good salesmen. State qualifications and in- S ALESMEN WANTED to sell a fast moving N ORTHWOOD, N. H., Chamber of Com- 
terested territory. _ -00 ae Ay Women’s Welt oe to the merce _invew shoe manufacturers de- 
retail trade. In stock proposition. Commission sirous of locating in some country factory 
™s gs pepaety 7%. Address C-544, care Boot & Shoe to consider the unusual advantages offered in oe 
Recorder, 239 West 39th Street, New York, their town, where skilled American labor is 
N. Y. available and no labor trouble has ever been 
experienced, and where good factory accom- = 
SHOE SALESMEN wanted to carry our spats UBBER FOOTWEAR salesmen wanted for modations. can be obtained on very satisfac- ¥ 
shoe or ts as a Please Maine. New Hampshire, Vermont and tory terms. Waiter C. Chesley, Box 56, 
yh 3 and references with reply. Northern New York. ‘ommission basis only. Northwood, N. H. aa 
Binctts MANUFACTURING CO., ar A Address C-543, Boot & Shoe Recorder, 140 
No. Crawford Ave., Chicago, III. Federal St., Boston, Mass. — 
: If 
ROFITABLE SIDELINE: Salesmen with 
WANTED-—Salesmen to carry as a Side P established trade to secure distributors and WANTED TO PURCHASE en 
Line a complete line of Infants’ Soft Sole dealers for full line of shoe greases, com- mi 
Shoes. Well advertised and a money maker mission basis. Give references, experience, te 
for the right man. Reply giving references. territory, etc. Address C-547, care Boot & BEST prices paid for broken lots of Nation- 
J. J. MacMaster, 49 South Avenue, Roches- Shoe Recorder, 239 West 39th St., New York, ally advertised men’s or ladies’ shoes. Write K] 
ter, N. Y. N. Y. Enelow Boot Shop, Greensburg, Penna. 59 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. | = 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge pa 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each stor 
word of the address should be counted. alr 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. } 
Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. @ ie 
a] Reem eee 
Boor AND SHOE RECORDER | Boor 4 
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POSITION WANTED 


SALESMEN WANTED 


MERCHANTS’ NEEDS 





GRADUATE | PRACTIPEDIC, experienced 
window trimmer, and first class retail 
shoe man, 33 years old, an earnest worker 
with best of references seeks a steady position. 
Will go anywhere. Has specialized in the pop- 

ular priced field. JOHN es 2008 
A Idlewood Ave., Richmond, 





U NUSUAL AND SUCCESSFUL buyer and 
manager is available. Previous connection 
with large department store, 7 years as chief 
buyer for large chain mail order house and 
also buyer for chain of 80 stores. Thoroughly 
familiar with all markets. Will go anywhere 
but prefer the middle west. GEORGE S. 
Rohs 522 Columbus Ave., Washington, 
GC 10. 





FOR SALE 


FOR SALE—About eighty American Seating 
Co., chairs, in fine condition, also combina- 
tion hosiery and finding case, in fine condition. 
Cc. J. WORBASS, 402 Irving Ave. Syracuse, 
N. ¥. 








LINE WANTED 





bg apd Traveling Salesman wants 
Men’s popular priced line for the Pacific 
coast. Address: “SALESMAN” 2164 No. 
Highland Ave., Hollywood, Calif. 





SHORT LINE WANTED—Well established 
salesman covering No. Carolina State for 
the past six years is interested in a short line 
snappy women’s novelty shoe to retail at $2.00 
and $3.00. Must be a stock proposition. Also 
interested in a short line of in-stock men’s 
shoes to retail at $2.00 and $3.00. Address 
C-540, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





Re WANTED—Experienced Salesman in 
the two Carolinas wants a line of $1.95, 
$2.95 and $3.95 ladies novelty slippers. Prefer 
a manufacturers line, straight commission. 
Address C-542, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





MERCHANTS’ NEEDS 








Display Fixtures 


E. DODGE 
453 Washingten St., Bostea 
Phone Dev. 8049. 














WANTED TO PURCHASE 








If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 
KIRSCH - BLACHER CO., INC. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. Cat 

- a 


Phone Write 
All cutters " strictly Gemiieatial. 


I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 5922 Est. 1880 
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A Quick Selling 
Side Line Item 


VAMP EASER 


Eliminates Binding at Instep 


on pumps and strap slippers; also eases 
vamp seam on men’s oxfords and women’s 
ties. 
Removes pressure from corns and bunions 
without stretching shoe elsewhere. No 
strain on stitching. Sells for $17.50 F.O.B. 
hicago. 
A number of desirable territories are open. 
State territory covered. 

W. Monroe St. 
Vamp Easer Ca. “en, o, Il. 

Merchants—Write for particulars. 











Meis Plant Expanding 


LEBANON, OHIO—Plans for the erec- 
tion of an addition to the plant of the 
Charles Meis Shoe Co. here which will 
increase the production of the plant by 
60 per cent have been announced by 
F. W. Condon, manager. 

The addition will be about 60 by 100 
feet, three stories high and of brick 
and concrete construction. When the 
addition is completed between 75 and 
100 additional employees will be placed 
on the payroll. At the present time the 
factory employs 180 persons and has an 
output of 1100 pairs daily. 


Freeland Co. Quits 


ROCHESTER, N. Y.—Closing of the 
H. H. Freeland Company, maker of in- 
fants’ shoes, was begun last week 
when the company began to liquidate. 
The firm has been in the hands of 
Frank Seidenwand by purchase since 
the death of H. H. Freeland, its founder, 
several years ago. 


Panor Store Closing 


DEs MOINES, IowA—The Panor Shoe 
Company store located at 507 East Lo- 
cust Street, is holding a closing out 
sale and will discontinue at that loca- 
tion. Charles Hafner, manager of the 
store, will continue with the Panor 
chain of stores. 


Store Moving 

NEWCASTLE, IND.—The Miller-Jones 
shoe store here, which has occupied the 
east room of the Milliken Building im- 
mediately west of the Royal Theater, 
will move into the room formerly oc- 
cupied by the Newcastle Courier. 
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Rolling Step Ladders 
Enable you to reach your 
highest shelves conveni- 
ently. 


They last a lifetime 
and 


Are made in any style, 
shape or size to fit any 
kind of shelving. 

Write for general catalog 
and let us suggest the 
best ladder for your use. 


Milbradt 








GIANT ERASER PENCIL BOX 

Contains 8 col. Blotters, Pencil, 

Penholders, Pen Point and Ruler. 
Send . for Sample. 
Distributors— 

Paramount Souvenir Adv. Co. 
3%0—4th Ave., New York, N. Y. 
al Souvenir Co., Inc. 
ew York Ave., Brooklyn, 


R 
1613 E. 











A new price ticket of dif- 


ferent color each month-- 


Samples on Request 


Carried In-Stock 
any assortment desired 











Three Shades of Red Trim, 
black figures, white back- 
ground. 


12 dozen.... 
24 dozen........ 
(Check with Order, Please) 
Merchant’s Service Dept. 
Boot and Shoe Recorder 
209 So. State St., Chicago, II. 
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Clinton E. Little Resigns 


Clinton E. Little has resigned as 
president of-the Beacon Falls Rubber 
Shoe Company, Beacon Falls, Conn., 
after twenty-five years of service. 

Starting as a salesman with the com- 
pany, Mr. Little advanced to general 
sales manager and then left to become 
manager of the Sole and Heel Division 
of the United States Rubber Company. 
In 1925 he returned to the Beacon Falls 
company as president. 

Mr. Little, who is a director of the 





Naugatuck (Conn.) National Bank and 
a charter member of the New York 
Sales Managers Club, has not yet an- 
nounced his future plans. 





Department Closed 

MIAMI, FLA. — The shoe department 
in Fullam’s, a department store oper- 
ating on East Flagler Street, Miami, 
has been closed and the stock sold at a 
big reduction. The department was op- 
erated by the Cowen-Nankin Shoe Store 
of Miami. 








HOTELS 


HOTELS 




























Typical room, 
converted at 
night into a 
sleeping room, 


Enjoy the Comfort of a 


NEW YORK'S FINEST 
RESIDENTIAL HOTEL 


| GEORGEWASHINGION 
N Le exington Wve. 23”, toZ4"st 


Y Only a few quick minutes from 
business, shopping and amuse- 
ment centers, yetyou will enjoy the quiet 
repose of a country town: at evening. 
Such is the fortunate location of the 
George Washington Hotel, a distin- 
guished residential hotel. 


ROOM WITH BATH 
DAILY WEEKLY 
$2.50 to $3.00 


THE BEST FOOD IN NEW YORK 


Real Home in 






She 


$14 to $17.50 














Sea Water Baths 
Concerts Daily 








An Entire Block on the Boardwalk, 


- between New Jersey Ave. and St.Charles Place. 
SUN DECK 
The largest and longest on the Boardwalk. 
Occupying an entire city block directly facing 
the ocean. oremost point at sea, in 


ATLANTIC CITY 
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Foot Comfort Week Echoes 


CHIcaco—Dr. William M. Scholl, foot 
specialist and originator of the foot 
comfort service known everywhere by 
his name, points to some “straws in the 
wind” which he says indicate the trend 
of the public mind with relation to 
feet. 

“Reports now are coming in from all 
parts of the country on what was done 
during our National Foot Comfort 
Week held in June,” said the doctor, 
“and from what has already been as- 
certained we know positively that the 
public response to this annual event 
was very much greater than ever be- 
fore. This may be attributed in part 
to the temperature being higher than 
usual for this time of the year, but much 
more to the fact that the active interest 
taken by organizations, publications and 
industrial leaders in foot comfort has 
brought public foot consciousness to the 
point where people in general realize 
the importance of their feet not only 
looking well but being well. 

“The very marked increase in the 
number and size of foot comfort dis- 
plays shows that merchants in general 
are awake to the situation, much to the 
benefit of their own immediate business 
and, more than that, to the future 
health of the nation.” 





Sobel With Fern 


Harry Sobel, formerly representative 
of Frank & Hyman, San Francisco, is 
now representing the Fern Shoe Co., 
419 East Twelfth Street, Los Angeles. 
His territory extends from San Fran- 
cisco to the Canadian border and east 
to Denver. 





HOTELS 








The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 















Room and Bath from 
$3 single $4 double 
500 Rooms 


Home folks will 
like this hotel 


! HOTEL 
BRETTON HALL 


BROADWAY at 86th ST. 
NEW YORK = 


ee 
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THE Business 
BAROMETER 


Business Changes 


ARKANSAS—Little Rock—Sutton Shoe Store, 
Inc. (716 Main St.) ; boots and shoes; recently 
incorporated. 

ILLINOIS—Chicago—Samuel Deitch (2439 
Armitage Ave.) ; boots, shoes, etc.; recently in- 
corporated. 

Morris B. Fine (349 E. 47th St.); boots and 
shoes; succeeded by Fine Bootery, Ins. 

Packer Shoe Co., Inc. (2664 Milwaukee Ave.) ; 
manufacturers; inc. authorized capital $7,000. 

Woodstock—Howell Clothing Co.; boots, shoes, 
ete.; succeeded by Howell Bros. 

1O0WA—Davenport—Posner & Speidell (112 
W. Third St.) ; boots, shoes, etc.; reported will 
discontinue business. 

KANSAS—Chanute—C. A. Foose (Economy 
Shoe Store); boots and shoes; reported selling 
or sold out. 

MARYLAND—Hagerstown—Nield & McNa- 
mee; boots and shoes; partnership dissolved ; 
succeeded by Frank W. Nield. 

MASSACHUSETTS—Boston—Alliance Shoe 
Co.; boots and shoes; inc. authorized capital 
$10,000. 

Galson Shoe Co.; wholesale boots and shoes; 
recently incorporated. 

MISSOURI—St. Louis—Sax Shoe Co., (1709 
Locust St.) ; boots and shoes; recently incorpor- 
ated. 


NEW HAMPSHIRE—Hampton—Redman Shoe 
Co.; women’s shoe manufacturers; reported re- 
moved to Newburyport, Mass. 

Manchester—Park Shoe Mfg. Co., Inc.; Meyer 
Pearlstein, president; Harry Pearlstein, treas- 
urer; and Isidore Turkanis, retired. 


NEW JERSEY—Palmyra—Samuel Freeman, 
Inc.; boots, shoes, etc.; inc. authorized capital 
$25,000. 

NEW YORK—Brooklyn—Dainty Maid Slip- 
pore, Inc.; boots and shoes; recently incorpor- 
ated. 

New York City—Bromley Men’s Shop, 
boots, shoes, etc.; recenfly incorporated. 

OHIO—Cleveland—Dorn Shoe, Inc. (793 East 
i St.) ; boots and shoes; recently incorpor- 
ated. 

Leipsic—E. C. Beach; boots, shoes, etc.; re- 
moved to Columbus Grove, O. 

PENNSYLVANIA—Curwensville — Edmiston 
Wolf Company, Inc.; boots, shoes, etc.; inc. 
authorized capital $5,000. 

Shenandoah—Barney’s Shoe Store 
Revkin, Prop.) (35 S. Main St.); 
Shoes; succeeded by Weiss & Katz. 

SOUTH CAROLINA—Chester—J. T. Collins 
Co.; boots, shoes, etc.; inc. authorized capital 
$2,000. 


Inc. ; 


(Barney 
boots and 


Failures, Embarrassments, Etc. 


CONNECTICUT—Bridgeport—Lee & Skane, 
Inc. (998 Main St.); boots and shoes; reported 
petition in bankruptcy. 

Robinson Yohalem Shoe Co., Inc. (1224 Main 
St.) ; boots and shoes; reported called meeting 
of creditors. 

FLORIDA—Pompano—Pompano Cash Supply 
Co., Inc.; boots, shoes, etc.; reported asking 
general extension. 

ILLINOIS—Cicero—Morris Teinowitz (5809 
W. 22nd St.) ; boots, shoes, etc.; reported offer- 
ing to compromise at 35 per cent. 

IOWA—Pocahontas—Adel C. Leib; boots, 
shoes, etc.; reported petition in bankruptcy. 

MARYLAND—Baltimore—Isidor Snyder (839 
North Gay St.) ; boots, shoes, etc.; reported pe- 
tition in bankruptcy. 

MASSACHUSETTS—Rockland—Len & Leo 
Shoes (245 Union St.); boots and shoes; re- 
ported assigned. 

Waltham—Murray Weiss; boots and shoes; 
reported petition in bankruptcy. 

MICHIGAN—Detroit—Paul Faust (Paul’s Bar- 
gain Shoe Store) (6237 Chehe St.); boots and 
shoes; reported petition in bankruptcy. 

Edward Jaglowics; boots and shoes; reported 
petition in bankruptcy. 

MISSISSIPPI—Gulfport—S. J. Nohra (Nohra’s 
Haberdashery); boots, shoes, etc.; reported pe- 
tition in bankruptcy. 

MISSOURI—Kansas City—A. W. Klein Dry 
,Goods Co.; boots, shoes, etc.; reported petition 
in bankruptcy. 

St. Louis—Baden Shoe Stores, Inc. (711 N. 
8th St.); boots and shoes; reported petition in 
bankruptcy. 

Charles Rich (C. Rich Shoe Store) (4641 


Easton Ave.) ; boots and shoes; reported petition 
in bankruptcy. 

NEW HAMPSHIRE—Dover—E. W. Aubert 
(Novelty Shoe Store) ; boots and shoes; reported 
offering to compromise at 15 per cent. 

NEW JERSEY—Newark—Simon Steinman; 
boots, shoes, etc.; reported offering to compro- 
mise at 25 per cent. 

NEW YORK—Brooklyn—Friendly Shoe Co., 
Inc. (58 Walton St.); manufacturers; reported 
petition in bankruptcy. 

Goldie Richland (‘“Richland’s’) (‘‘Marvel 
Sample Shoes’) (3013 Church St.) (1602 Pit- 
kin Ave.) ; boots and shoes; reported assigned. 

Mirror Shoe Stores (1519 Broadway) (1730 
Myrtle Ave.) ; boots and shoes; reported petition 
in bankruptcy; reported receiver appointed. 

Julius Schwartz (1614 Fulton St.); boots and 
shoes; reported called meeting of creditors. 

Hempstead—Mollie Herskovits (Mildred) (Na- 
tional Outlet Store) ; boots, shoes, etc.; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

New York City—Donato Bologna (2107 Second 
Ave.); shoemaker; reported petition in bank- 
ruptcy. 

Poughkeepsie—Paris Shoe Shop, Inc. (‘‘La- 
Vogue’) (284 Main St.); boots and shoes; re- 
ported called meeting of creditors. 

NORTH CAROLINA—Kinston—H. E. Moseley 
Shoe Co.; boots, shoes, etc.; reported petition 
in bankruptcy. 

OHIO—Logan—William H. Strentz; 
shoes, etc.; reported receiver appointed. 

TEXAS—Amarillo—Bloom Bros.; boots and 
shoes; reported petition in bankruptcy. 

San Antonio—French Bootery; boots 
shoes; reported receiver applied for. 


boots, 


and 


New Shoe Stores 


Neosho, Mo.—W. F. Heard. 

Gainesville, Ga.—L. E. Allen, Public Square. 

Casey, Ia.—James Diebold. 

Cleveland, O.—Factory Outlet Stores Co., 
7800 Superior Ave. 

Chesterfield, S. C-—Odom Mercantile Co., Inc. 

London, Ky.—Nick Sullivan. 
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Verda, Ky.—Green & Calloway. 
Winthrop, Ia.—W. Dauenbaugh & Son. 
Newburg, Ia.—Roy E. Walker & Son. 
Vay, Ida.—W. G. Schellenger. 
Boyleston, Ind.—John Hazlet. 

Arnett, Okla.—Frank Hawkins. 

Dix, Neb.—Mrs. K. L. Christy. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


New Bethlehem, Ky.—Geo. W. Imhof. 

Bradshaw, W. Va.—Geo. W. Mullins. 

Atoka, Okla.—L. A. Hudson. 

Lamont, Ia.—J. Strong. 

Bearden, Ark.—T. B. Gatling. 

Baldwin, Ill.—H. A. Henderer. 

Clarkson, Neb.—Moore & Poledna. 

Bennettsville, S. C.—M. D. Jackson & Co. 

Birmingham, Ala.—P. J. Dison, 1128 18th 
Ave. S. 5 

Clear Lake, S. D.—Max Copel. 

Selmer, Tenn.—S. L. Downs. 

Port Chester, N. Y.—Sears, Roebuck & Co., 
Main & Highland, (soon) 

Manitowoc, Wis.—Lauerman’s. 

Indianapolis, Ind.—Paul & Abe Nathanson, 
Washington & Delaware. 

Vista, Kans.—J. H. Nowlin. 

Farmersville, Tex.—G. B. Guynn. 

Rosston, Okla.—Wm. Farris. 

Lyons, Neb.—J. F. Reynolds. 

Lexington, Mo.—Miller & Klevatt. 

Tonkawa, Okla.—Ernest Moore. 
= Fla.—The Hub Store, Anderson 


Little Rock, Ark.—Sutton Shoe Store, Inc., 
716 Main St. 

Sanford, Fla.—Blackshears, Inc. 

New York, N. Y.—Lewitt Shoe Co., 26 W. 
125th St. 

Two Rivers, Wis.—Lauerman Bros. Co. 

Russellville, Ky.—Lerman Bros. 

Parkersburg, W. Va.—W. T. Grant Co. 

Norfolk Downs, Mass.—W. T. Grant Co., Bill- 
ings & Hancock Sts. (soon) 

Tonawanda, N. Y.—Sears, Roebuck & Co., 45 
Main St. 

St. Louis, 
Delmar Blvd. 

North Hollywood, Cal.—J. J. Newberry Co., 
5321-25 Lankershim Blvd. 

Newton, Ia.—J. J. Newberry Co. (soon) 

Monticello, Ia.—Legg Department Store, Bur- 
richer Bldg. 

Newton, 
Inc. 

Mecklenburg, N. C.—Union Stores, Inc. 

Scottsville, Va.—The Hub of Scottsville. 

Uniontown, Pa.—Miller’s, Ine. 

Lithopolis, O.—People’s Store Co. 

Cleveland, O.—Dorn Shoe, Inc., 793 E. 152nd 
t. 


Mo.—Sears, Roebuck & Co., 6640 


N. J.—Newton Department Store, 


Chester, S. C.—J. T. Collins Co. 

Brooklyn, N. Y.—Dainty Maid Slippers, Inc. 
Big Fork, Mont.—Horn & Smith. 
Ludington, Mich.—Ralph Hiller. 

Perth Amboy, N. J.—Family Shoe Store. 
Newark, N. J.—Sarat Stores, Inc. 


New York, N. Y.—Ideal Shoe Ornament Co., 
15 Bleecker St. 


Epping, N. H.—Dianna Shoe Co. (Mfgr.) 
Aurora, Minn.—Palo Co-operative Assn., Inc. 
Clarks Grove, Minn.—Clarks Grove Merc. Co. 


Chicago, Ill—Parker Hosiery & Shoe Shop, 
3208 Lawrence Ave. 


St. Mary’s, O0.—Armstrong’s Shoe Store, Inc. 
Durand, Wis.—G. H. Norris Co. 


Milwaukee, Wis.—Bostonian National 
Stores, Inc. 


Clearwater, Fla.—Squire’s, Inc. 
Pas, Mich.—Burns Shoe Stores, 1927 12th 


Shoe 


Bly, Wash.—James A. Waldeck. 

Lorella, Ore.—Willard Noble. 
a Portland, Ore.—L. Plymale, 1354 Milwaukee 

Bonners Ferry, Ida.—J. Graden & Sons. 

Portland, Ore.——Edmond C. Clark, 7355 52nd 
St. 


Seattle, Wash.—Wohl Shoe Co., 110 Pike St. 
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2nd Cover 
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Saks, M. J., Shoe Corp., New York City... 45 
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Commodore to Be Shoe Center 
[CONTINUED FROM PAGE 28] 


Brooklyn, N. Y.; Morgan Grossman, 
Inc., Brooklyn, N. Y.; Johansen Bros. 
Shoe Co., St. Louis, Mo.; The Julian & 
Kokenge Co., Cincinnati, Ohio; John- 
son, Stephens & Shinkle Shoe Co., St. 
Louis, Mo.; Juvenile Shoe Corporation, 
Aurora, Mo.; F. S. Kauder Shoe Co., 
Brooklyn, N. Y.; Geo. E. Keith Co., 
Campello, Mass.; Kane, Dunham & 
Kraus, Inc., St. Louis, Mo.; The A. S. 
Kreider Shoe Co., Annville, Pa.; The 
A. S. Kreider Shoe Mfg. Co., Elizabeth- 
town, Pa.; Krippendorf-Dittman Co., 
Cincinnati, Ohio; F. A. Kuhnert Shoe 
Corp., Rochester, N. Y.; Kurz & Lapi- 
dus, Inc., Brooklyn, N. Y.; Laird, Scho- 
ber & Co., Philadelphia, Pa.; Lancaster 
Shoe Co., Elizabethtown, Pa.; John J. 
Lattemann Co., Inc., Brooklyn, N. Y.; 
Leo’s Shoes, Inc., Brooklyn, N. Y.; Lax 
& Abowitz, Inc., Brooklyn, N. Y.; H. W. 
Merriam Shoe Co., Baltimore, Md.; 
J. F. McElwain Co., Nashua, N. H.; 
Mildred Shoe Co., Brooklyn, N. Y.; I 
Miller & Sons, Inc., L. I. City, N. Y.; 
Miller, Hess & Co., Inc., Akron, Pa.; 
Chas. Meis Shoe Mfg. Co., Cincinnati, 
Ohio; Milius Shoe Co., St. Louis, Mo.; 
P. W. Minor & Son, Inc., Batavia, N. Y.; 
Mound City Shoe Co., St. Louis, Mo.; 
The Moore Shoe Co., St. Louis, Mo.; 
Muskin Shoe Co., Baltimore, Md.; D. 
Meyers & Son, Baltimore, Md.; A. E. 
Nettleton Co., Syracuse, N. Y.; O’Don- 
nell Shoe Corporation, St. Paul, Minn.; 
M. A. Packard Co., Brockton, Mass.; 
Paramount Shoe Mfg. Co., St. Louis, 
Mo.; Pincus & Tobias, Inc., Brooklyn, 
N. Y.; Dr. A. Posner, Shoes, Inc., New 
York, N. Y.; The Plaut-Butler Co., Inc., 
Cincinnati, Ohio; Premier Shoe Co., 
Inc., Long Island City, N. Y.; E. P. 
Reed & Co., Rochester, N. Y.; Richards 
& Brennan Co., Randolph, Mass.; Rice- 
O’Neill Shoe Co., St. Louis, Mo.; The 
Rickard Shoe Co., Haverhill, Mass.; 
Roth Shoe Mfg. Co., Cincinnati, Ohio; 
The Selby Shoe Co., Portsmouth, Ohio; 
Sherwood Shoe Co., Rochester, N. Y.; 
Stacy-Adams Co., Brockton, Mass.; 
Strassburger-Styles, Inc., Brooklyn, 
N. Y.; Chas. W. Strohbeck, Inc. Brook- 
lyn N. Y.; Stern Auer Co., Cincinnati, 
Ohio; The Sullivan Shoe Co., Cincin- 
nati, Ohio; P. Sullivan Shoe Co., Wil- 
liamsburg, Ohio; N. B. Thayer Shoe 
Co., Rochester, N. H.; Seymour Troy 
& Co., Brooklyn, N. Y.; Tull & Gordon, 
Inc., Brook!yn, N. Y.; Unity Shoe Mfg. 
Co., Inc., Brooklyn, N. Y.; Wall- 
Streeter Shoe Co., North Adams, Mass. ; 
S. Waterbury & Son Co., Inc., Brook- 
lyn, N. Y.; Weissman-Sass Shoe Co., 
Inc., Brooklyn, N. Y.; Martin Wein- 
stein Shoe Co., Brooklyn, N. Y.; M. 
Wolf & Sons, Inc., Brooklyn, N. Y.; 
Wolff-Tobe Shoe Mfg. Co., St. Louis, 
Mo.; Woodbury Shoe Mfg. Co., Derry, 
N. H.; E. T. Wright & Co., Inc., Rock- 
land, Mass.; Wright-Gorevitz-McNam- 
ara Co., Haverhill, Mass. 
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METHODS OF LASTING 
CEMENT SHOES 


THE TACK and THE LITTLEWAY 
CEMENT LASTING STAPLE LASTING 
METHOD | METHOD 


Consolidated Hand Method GC Staple 
Lasting Machine Side Lasting Machine 
Model L Model C 





WE SUPPLY EQUIPMENT FOR EITHER OF 
THESE METHODS 
AS OUR CUSTOMERS PREFER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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DESIGNER 


ond. sin: peg 


Vutco-UNit Box TOES have consistently satisfied 
these six important people over a period of years . . . antici- 
pating every individual need. 


VY, 
y 
¥ 
y 
Y 
Y 
Y 
¥ 
y 
y 
Y 


Reproducing the most delicate lines . . . Conforming readily 
to the last .. . Assuring absolute uniformity . .. Easy to work Vulco Unit Box Toes are universally se- 
with .. . Thoroughly dependable . .. Comfortable and Stylish. lected for their unquestioned superiority. 


BECR WITH + MEG * COMPANY 


MANUFACTURER S 7 Ra ¢ 0 PRODUCTS 


STATLER BLDG. BOSTON, MASS. 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, July 11, 19°! 





On the heels of the biggest 
month in Vitality’s history... 























the Second Triumphant Series 


of VITALITY 
PERSONALITIES 
BROADCASTS 


Starts August 12 


To you dealers who grasped the tremendous merchandising 
feature of Vitality Personalities Broadcasts...to you who 
cooperated with powerful local sales helps...to you who 
profited from the record-breaking sales of Vitality’s biggest 
month ... our heartiest congratulations! 


And now may we pass on to you the important news that 
the second triumphant series of Vitality Personalities Broad- 
casts will be inaugurated August 12. 


Freddie Rich and his Vitality Orchestra 
Ted Husing Announcing 


with sixteen new Vitality Personalities, will go on the air 
with the Vitality message. Stage, screen, and radio worlds 
are being searched for international celebrities. America 
will listen —and buy. Share in the still greater sales the Fall 
season will bring. Write for the Vitality proposition today. 


For Women, AAAA to EEE, sizes 2-11, to retail at $5 and $6. 
For Men, AAA to G, sizes 5-14, to retail at $5 and $6. 
For Boys, A to E, sizes 1-6, to retail at $4 and $5. 

For Children —all runs—to retail from $2.25 to $4. 





1509 Washington Ave., ST. LOUIS, MISSOURI 











New Line-Up 
of Stations 
Beginning August 12 


Every Wednesday Evening 
(9 P.M., Eastern Standard Time) 


Baltimore 
Birmingh 








Boston 
Buffalo 
Charlotte 
Chicago. 
Cincinnati 
Cleveland 
Columbus 
Council Bluffs. 
Dallas 
Denver. 
Detroit 
Fort Wayne 






































Houston 
Indianapolis 
Kansas City 
Little Rock 
Los Angeles 
Louisville 
Memphis 
Milwaukee 
Minneapolis 
Nashville 
New Orleans. 
New York City. 


Philadelphia 
Pittsburgh 
Portland 
Providence 

Salt Lake City 
San Antonio 
San Francisco 
Seattle 
Spokane 
St. Louis 





















































Syracuse 
Tacoma 


Toledo 
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LEVOR COLOR 


You need but remember this fact in buying your 


leather and the safe colors: 


LEVOR leathers are bought, season after 


season, by those who have successful ex- 


perience and resources sufficient to in- 


sure their getting the maximum in 


value. 


LEVOR 
GRAIN' KI! 


Black Glazed Kid No.7 
Black Satin Mat No.7M 
Prado Brown No. 263 
Madeira Brown No. 22 
Almora No. 174 
Tunisie No. 28 
Grisette No. 8 
Paddock Green No. 24 
Admiralty Blue No. 9 








re indexes to volume... 


The costume trend of Autumn promotes the 
demi-glazed black shoe. The popular combi- 
nation is black, satin-mat kid with black kid 
suede; two leathers which LEVOR pro- 


duces excellently and economically. 


LEVOR Black Suede Kid is a 
deep black, struck down per- 
manently into the fibre of the 
pelt, assuring a jetness that 


does not pull out. 


LEVOR 
SUEDE KID 


Black Suede Kid No. 7S 


Almora No. 175 





Mooresque Brown No. 177 
Senegalese No. 180 
Paddock Green No. 245 
Admiralty Blue No. 19 


Winetone No. 165 























AAAA’s to C’s 
1to9 


The Gloria 











og over 2081 last with 20/8 Louis Heel. 
No, R-200—Black Faillette—Patent Trim.$3.60 
No. R-20i—Dull Black Kid—Patent Trim 4.00 
No. R-203—Black Suede—Patent Trim.. 4.50 


=... ~ 


DYER & HALL 
FAST-MOVING FALL STYLES 


IN STOC 


The Opera 


a over 1881 last with 18/8 Louis ror 
. R-165—Patent Leather 





eee r rer rt 


The Jemima 








Built over 2081 last with 20/8 Louis Heel. 
No. R-138—Dull Kid with Silver Kid 
Piping .cccccccccccccccccees $4.05 


The Doreen 


Built over 1681 i } 16/8 b: 
No. R-(55—Patent 7 oo 10 


Core eee rer rrey 








Built over 2081 last with 20/8 Louis Heel. 
No. R-113—Dull Kid—Silver Kid Piping .$4.15 





The Arline 





Built over 1580 last with -—e ee Heel. 

No. R-141—Dull Kid—Black White 
Watersnake Strap 

No. R-167—All Brown Kid 


These 
Fast-Selling 
Numbers 
Mean 


QUICK 
PROFITS 


THEY’RE 
IN STOCK 
ORDER NOW! 











AAAA’s to C’s 
1 to 9 


| The Dorcas 


ge _oret gost ow with 20/8 Louis rt] 











ite Kid 
Ne. R-110—Black Faillette . 
No. R-i11—White Moire 


<< 


peut Sz. - — se R.. Cuban Heel. 
Brown Patent 


eee reser wees eenesesees 


scvcbecescedeccceccccs 4.25 








Built over 1981 last with 19/8 Louis Heel. 
No. R-160—Dull Kid—Patent Trim..... 

No. R-1G6i—Blue Kid—Blue Kid Trim.. 5.50 
No. R-163—Black Faillette—Patent Trim 4.85 


The Mary 





Built over 1981 last with 19/8 Louls Heel. 
No. R-158—Dull Kid— Patent Leather 


Trim 
No. R-159—Beige Kid—Beige Kid Trim. 5.15 


Write for Free Catalog of Complete In Stock Line 











‘DYER & HALL, INC., 


AUBURN 








MAIN 1) 
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Laughing at Ourselves...a Little/ 


“ 
Funny folks!” foreigners call us Americans. 


They say we'll spend a hundred dollars for a set of 
tires to travel the path of pleasure. 

And then drop a thin dime in the plate and expect 
to glide to glory when we die. 

They say we'll pay eleven dollars tor a seat to see a 
girl show with jazz music. 

And howl like hell at seven cents for a seat in a 
street car. 

They say we'll pass laws for prohibition and then 
travel three thousand miles to get a drink. 

They say a shoe manufacturer will preach prosperity 
for the independent dealer and then surreptitiously sell 
the “chains” that bind the independent to bankruptcy. 

They say manufacturers will sell the same shoes 
under several different trade names. A practise which is 
about as healthy for the legitimate independent dealer 
as a machine gun in the hands of a gangster. 

Now Walter Booth is funny too! 

But not that way. And don’t get the idea I’m placing 
him on a pedestal in the spotlight of publicity when I 
tell you these truths; 

Walter Booth won’t stamp a resale price on Walter 
Booth Shoes. He won’t permit his company to own re’ 
tail stores. He won’t permit Walter Booth Shoes to be 
sold under any other name. And the funniest part of 
all Walter Booth Shoes are sold ONE PRICE TO ALL! 

Oh well, what if we are funny? 

Everything is going to be all right! 


WALTER BOOTH SHOE CoO. 


Taking nothing but shoes seriously 
MILWAUKEE. ..a nice enough city in...WISCONSIN 





Retailing at $4.00 to $6.50 at a profit 
In stock AAA — EEEE. Sizes 5-14 
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O DOUBT about it: a 
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another famous name on the 
heel of that shoe means extra 
sales help for you. 
That name is Goodyear. 
NW A a | B People know it’s the greatest 
mame in rubber. They know 
it means exrfra value, extra 
quality. 
Goodyear Wingfoot Heels 
on your shoes help you make 


| Ss P R ap oO EF a sales and manee of 


See that you get Goodyear 
Wingfoot Heels on shoes 


as KF | DB >.< T | 34 A you order. More people, by 


millions, prefer these heels. 
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Copyright 1931, by The Goodyear Tire & Rubber Co., Inc, 
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Natural Bridge 
Feature 
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Sh Senin MEN’S STYLES 


NATURAL BRIDGE 
SHOEMAKERS 


Division of Craddock-Terry Co 
LYNCHBURG, VIRGINIA 


New England Distributoers— 
McIntosh Co., Springfield, Mass. 


Pacifie Coast Branches 
CRADDOCK-TERRY COMPANY 


San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office — Republic Building 


JUNIOR 
STYLES 


ee 









These are typical Natural 
Bridge Styles for women. 


They represent over 100 
patterns and numbers 
which are fully illustrated 
in our Fall Catalog. This 
catalog will be mailed on 
request, and, if you are in- 
terested, the complete line 
will be shown to you by a 
Natural Bridge salesman. 


Hundreds of merchants 
have found in Natural 
Bridge Shoes the solution 
of their popular-priced 
footwear profits. It is quite 
probable that the many ad- 
vantages of Natural Bridge 
Footwear will help you to 
greater profit. 


Why not ask us about our 
protected agency plan? 
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